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see page 66 
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AMERICA’S SMARTEST MEN'S JEWEL CASES! 
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agilectot pasts ; 


" |, BABLOLE 


In Fast-Selling New 
Sees FLORENTINE SHOWCASE” 
DISPLAY DEAL “300 


Fabulous gold embossings 
e Rich non-crush velvet lining throughout 


Spacious cuff link and accessory 
compartments 


DURO-BILT PATENTED STEEL 
FRAME 











4 STYLES 6é 
(3 assorted colors) RETAIL VALUE YOUR COST C O a ® oa C T O a 99 
SENATOR 12@2.98 . $35.76 $21.00 ® 
PRESIDENT 12@3.98 .. 47.76 27.60 
GUARDSMAN 6@5.00 30.00 17.10 


CRUSADER 6@7.98 47.88 27.60 
GUARDSMAN (Free Bonus 5.00 Display Unit — 5.00 


Case to Offset Cost of Display) 





$166. 40 $98.30 


Your Profit $6810 














Send order to your Babcock wholesaler or write us for name. Babcock, inc., 16 East 50th Street, New York 22, N. Y. 
Please ship Babcock ‘‘Florentine Showcase’’ Display Deal @ $98.30 to: 


Store Name Authorized by. _ 


Address City 





and she 


shou d WCal 


| amonds 


wherever she goes 


presents 


“Individually Yours" a Pi Diamonps of unmatched pride and beauty that will 


for Diamonds dress 


distinguish the wearer now and forever are available 


Model also weoring 10 ct. Mar- ” £ et : Bc 
SEBS diamond ving, 35 ct. dia- at all times from William Levine Company. 


“mond bracelet, 30 ct. diamond 
necklace, 7% ct. diamond ear- 


rings. All available on memo. : Sele 
. beautiful diamonds, assembled by one of America’s 


At your request, a selection from the world’s most 


leading importers and cutters of fancy diamonds, 


will be sent to you on memo. 


non frgfonePe 


Tepfe i . 3 
William Levine Com pany 
Importers and Cutters of Fine Diamonds 
29 E. Madison St., Chicago 2, Illinois Phone CEntral 6-3700 
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TLE ch di a Our cover may not be very pretty this 
— month, but it's practical. Those 

eight IBM cards are some of the 2200 
we used in our survey of the 
jewelry industry. You can compare 
your own business with the national 
picture, in the article starting 
on page 66. Other parts of our survey 


report will follow in May and June 
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How to turn a fountain pen into a diamond ring 


When female relatives descend upon your store for the 
traditional confirmation and graduation gift, you can use 
the opportunity of their visit to make a much more im- 
portant sale. We can show you how with Formula D-I, 
the unique merchandising plan that can convert inci- 
dental purchases into immediate or future diamond ring 
sales. Jewelers throughout the country have proved For- 


mula D-I is the one method they can depend on to pro- 


duce diamond sales 365 days a year. You can prove it, 
too. Just write for an appointment with our merchan- 
dising representative. He'll demonstrate word-by-word 


and step-by-step how Formula D-I works—and works 


COLUMBIA 


TRU-FIT DIAMOND RINGS 


for you! 





A DIVISION OF AXEL BROS. INC., 134-20 JAMAICA AVE., JAMAICA 18, N.Y. 
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rea acturers 


Jewelt 7 Ma 


PRESENT THEIR 


FALL 
SHOWIN 


“WHOLESALE BUYERS’ 


MAY 4-13 


SHERATON-BILTMORE HOTEL 
PROVIDENCE, RHODE ISLAND~ 




















Cover more LINES IN LESS TIME 
ButjcONVENIENTLY UNDER ONE ROOF 


Be Fitat. » e TO SEE THE LATEST IN 
JEWELRY STYLING 

































































ADDRESS INQUIRIES TO 


UNITED JEWELRY SHOW 


SHERATON - BILTMORE HOTEL 
PROVIDENCE, RHODE ISLAND 
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best ring lock ever! 


that’s what they’re saying about 


Bed 
Perfect-ock 


with the 





“Flip-Grip” Action ! 


I Comelat-Mecelt] (0M o\-Muilole-Mel-lilelalicte Mintel s 
we that the Industry has confirmed our 
claim that we have created a truly 
remarkable new boon to diamond sell- 
Tale MOL" am olale ManlelilitMe) Ma-i-\elaaiMelale| 


development have borne fruit, our — 


efforts have been rewarded with the 
greatest customer-enthusiasm weve 
ever enjoyed. Here is a device that 
fills a long-standing need. It solves a 
great many problems and we urge 
every manufacturer, every wholesaler, 
every retailer to see and try this won- 
derful “Flip-Grip” action. It’s firmer, 
stronger, more foolproof, yet costs 
no more. | | 






LOCK FLIPS OUT! 


The 
key in & 
the wedding 
band fits into 
a slot in the 
a engagement ring. 
Just a twist | 
and it’s locked. \ 
Twist and it 


unlocks. 


Flips like a book page! Disappears completely! 
No twisting! No prying! Defies damage! 
Built for endurance! Entirely die-struck! 


Over 1000 attractive new KE od lock sets to choose from! 


No. 192/2242/11 en- 
gagement ring with 
wedding ring No. 
45/2243/11 


No. 146/2262/7 en- 
goegement ring with 
wedding ring No. 
45/2263/7 





Your wholesaler is proud to show you 
the new Karlan & Bleicher line of rings. 
Ask to see the lock with the “Flip-Grip” 
action. Use the powerful, effective 
K & B mat service for your newspaper 
advertising and obtain greater results. 


No. 146/2262/3 en- 
gagement ring with 
wedding ring No. 
45/2263/3 


No. 146/2262/8 en- 
gagement ring with 
wedding ring No. 
45/2263/8 


No. 185/4911/1 en- 
gagement ring with 
wedding ring No. 
4511/1 


No. 148/2264/4 en- 
gagement ring with 
wedding ring No. 
45/2265/4 


Creators, Designers and Manufacturers of ‘Perfect Ring rmamge 


HARLAN € BLEICHER, INC. 


136 W.52nd ST., NEW 40) -3°4 19, N. Y. 
_ - OFFICES IN CHICAGO AND LOS ANGELES 
STONE RING DIVISION: FALCON STONE RING MANUFACTURING CO. 
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“SALES MAKERS” 


... BECAUSE 
THEY ARE 


* 


















ELEGANT WATCHES OF HIGHEST PRECISION 


Waterproof and Dress Models 






NOHO 


TTT 
| 








Ref. 169 A3 Ref. 137 A8 Ref. 132 G2 







Ref. 138 A7 


A COMPLETE SELECTION OF 
FINE GUREQL® WATCHES AVAILABLE AT 





= 





ae ee ee waht #4: ££ GC 2 ee, 
580 FIFTH AVENUE, NEW YORK 36, N. Y. 
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the brilliaké, elt-aie 
Baker Vee Flare 4-prong setting 


Never before a setting so distinctively advanced in styling. A fluid combination of light 
delicate lines and gracefully flared reflective surfaces that cradle the diamond. Rectangular 
prongs converge to form deep outside flares . .. magnify and enhance the splendor of the stone. 


Die-struck in 10% Iridium-Platinum, Jewelry Palladium and Gold. 
This Series, 732, is available in a complete range of 11 sizes up to 3 Carat. 


VW 


3 CARAT 


VUVVVVVVVNNN 


4451 4453 4458 4459 


ss / BAKER PRECIOUS 113 Astor Street 
se ee METALS Newark 5, New Jersey 
— ie = 


NEW YORK N FRANCISCO CHICAGO 
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BEHIND THESE DOORS... 












































Watch Pavilion at the Swiss Industries Fair, Basle, Switzerland. Opening 
April 27, and running through May 7, this year’s 41st annual fair will play host 


to an anticipated million visitors from some 85 countries around the world. 
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AIREWORWSE 


It’s the glamour and excitement of a Paris fashion opening... 
The hustle, bustle and thrilling speculation of Detroit at new- 


car time... 


It’s time’s own show of shows... the world’s first glimpse of 


startling advances in time from the Swiss . . . world leaders. 


Here, in the Watch Pavilion at the Swiss Industries Fair in 
Basle, hundreds of exhibitors—Swiss horologists, metallurgists, 


stylists, watchmakers—will unveil all that’s new in timekeeping. 


What about metals? Is this the year of gold, silver —or???? 
Will watches be smaller, thinner? Is the trend toward simplicity? 
What about color, shape? What’s the very latest word on 
alarms, calendars, self-winders, special-purpose watches of 
every description? And additional, important new develop- 


ments in the science of timekeeping. 


You'll get the full, exciting answer—and so will a watching 
world—when the Watch Pavilion opens its doors to the public 


on April 27th. We confidently predict this year there will be 
plenty of fireworks! 


FOR THE 10th YEAR, ADVISING ALL AMERICA: 


“For the gifts you'll give with pride, let your jeweler be your guide” 


The WATCHMAKERS = xe OF SWITZERLAND 
| ee 
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A frank talk about a question 


that should concern every thoughtful jeweler 


Forstner gives 





Every jeweler is in business to make a profit. That is natural. And a good 
markup is naturally appealing. But when markups zoom way above nor- 
mal, a thoughtful jeweler should give serious consideration to the question, 


“Is this good business or bad business?” 
Let's look at the question from every angle. 


Is it good business or bad business to set your resale prices beyond all 


legitimate limits... and actually encourage discount houses to flourish? 


Is it good business or bad business to sell merchandise at grossly inflated 


markups... and ultimately scare off customers? 


Is it good business or bad business to put a price on an item that does 
not represent honest value . . . and lose the most precious possession a retail 


jeweler has... his reputation for fair and honest dealing? 
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you the answer 





Is it good business or bad business to take a short cut to short-lived gains 


...and destroy the prospect of long-term profits? 


The answer is obvious. It’s bad business to take that short cut. It’s bad 
business to inflate markups. Its bad business to deceive customers with 
merchandise that is not worth anything near the price. And just as surely, it’s 
good business to rely on merchandise that offers a legitimate markup to the 


jeweler... and full value to the customer! 


Forstner subscribes to the policy of making the finest in jewelry . . . of 
putting intrinsic values into every item . . . and distributing the merchandise 
to the retailer at the lowest possible cost. When the dealer joins forces with 
jewelry manufacturers who are dedicated to these same principles . . . he 
can look forward confidently to a new era of better business. For fair play 


and fair markups are the bedrock on which good business is founded. 





Jovadaer, 


JEWELRY’S NAME FOR QUALITY 





FORSTNER, INC., 646 Nye Ave., Irvington 11, New Jersey 
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HELLO -IM_ HERMAN HICKMAN AND 

IM HERE TO TELL YOU THAT WITH § 

NORELCOS BIG I957 DADS AND GRADS (igi, Seal 
PROMOTION-THE TRADE HAS ITMADE! “EB | 
(M WORKING FOR NORELCO NOW ON 3 Yaya 
EVENING SPORTS SHOWS ON COAST-TO-COAST Ye Sal 
CBS RADIO, ON OVER 202 STATIONS. WITH — 
THIS ALL-OUT PROGRAM OF SATURATION NETWORK 

AND ALSO IO FULL-MINUTE EARLY MORNING SPOTS PER WEEK 
IN 70 MAJOR US. MARKETS, YOURE DOG-GONE SURE TO SELL 
MORE. NORELCOS...THE ELECTRIC SHAVER WITH THE ALLNEW 
LINE FOR I9S7..AND ADDITIONAL MILLIONS WILL SEE NORELCOS 
FULL PAGE AND 2 PAGE SPREAD ADS IN LIFE, LOOK, AMERICAN 
LEGION, TIME AND SATURDAY EVENING POST.” 


V4 DAD AKO 
(pie Wi CRAO 


> e* te ff 
Th # a: [° 























WT TAKE ADVANTAGE OF THIS PROMOTION &.. 


NOW! ORDER TODAY! 


These two headliners will star in this spring’s leading 
dramatic attraction, the Dads and Grads Promotion: 


THE NEW NORELCO THE NEW NORELCO 
SPEEDSHAVER SPORTSMAN 


At new low price. Runs on 

flashlight batteries or plugs 

i car es r. ee mplete 

adaptor 
e. “8 - r,nrew Ag 
Mo de 1SC7830 AC. DC. Still plaid outdoor wallet. Model Same gag 
only $24.95 retail. $C7777. Now o a $24.95 (>=) 

retail (less batteries). 


NORELCO 


Precision Rotary Electric Shavers 





NORTH AMERICAN PHILIPS COMPANY, INC., 100 E. 42nd Street, New York 17, N. Y. 
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PROMOTE for PROFIT! 


POLISHOOK 
tips the scales in your favor! 


WITH FASCINATING NEW 


















DIANMNOND RINGS 
Including An Exciting New Series of 


Total Weights From “% to 1% Carat 
INTRODUCING THE NEW 


Ly Sek 


DIAMOND RINGS 


The fabulous 1957 line of First Lady diamond 
rings is truly an outstanding collection. 

Radical departures in styling and materials plus 
new advances in diamond quality offer you a 
unique opportunity for extra volume and 

extra profits. Irresistible prices, colorful, 
individual displays for each ring and lifetime 
trade-in guarantee clinch sales on the spot. 


Get geared to go with First Lady... the big, POWERFUL SALES AIDS TO HELP 
all new diamond ring line. 
YOU PRE-SELL & RE-SELL 
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Individual window and in-store displays 





K. POLISHOOK & SON, Corp. 


216 East 45th Street, New York 17, MUrray Hill 7-1664 


Manufacturers of “Everything in Rings” Since 1898 
Featuring the Trade Names “Lloyd's of New York”, “Fidelity” and “First Lady” 
CHICAGO OFFICE: Heyworth Building, 29 E. Madison St. : 
PHILADELPHIA OFFICE: Jefferson Building, 1015 Chestnut St. 






. Diamond guarantee certificate 















Attractive packaging 









~» Planned promotions 









1 
y 
3 
4. Complete newspaper mats 
5 
6 
7 


Dependable 24 hour delivery on ‘specials’ 
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the Gemex men’s. 
adjustable is : 
perfect! | | miurror, 


mirror 3 

onthe | 
wall... 
who 
has 

the best — 








Eight links next to the watch 
remain stationary . . . retaining 
the magnificent style lines 
even when the watchband 

a is expanded. 
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new 
positive-locking 
adjustability! 


Use awl to open connectors 


Slide links off oper connector 
add or remove links as desired 


Re-assembie by closing 
connectors firmly with awl 


When GEMEX creates an adjustable— 
it's no fairy tale. No tinker-tamper 
fussbudget of an adjustable. No 
wishy-washy style to accommodate 
some mystifying adjusting device. 
The GEMEX adjustable is perfect. It’s 
easy to adjust. It’s foolproof—the 
links lock in place. And it has the 
exciusive new look in expansion... 
with eight stationary links 

next to the watch. 


Order today from your wholesaler! 


Sfiverx 


CORPORATION 


Union, New Jersey 





Hamilton—and only Hamilton— 
has all 


One of the most important parts of Hamilton’s complete fine watch line 
is the 5-Feature series for men and women. And only Hamilton offers 
you (and your customers) these 5 most wanted features: 





1. 22 Jewels 2. Shock-resistant 3. Anti-magnetic 
4. Fully Adjusted 5. Lifetime Dynavar Mainspring 


Again this month, Hamilton is telling the 5-Feature story to your best 
fine-watch prospects—the big Reader’s Digest and National Geographic 
audiences. Once again, you’ll feel the impact of this full-page, full-color 
advertising in your own store. And notice how Hamilton continues to 











place emphasis on you, the jeweler. 








4 “your Hamilton jeweler will gladly dé 


April is the month to emphasize Hamilton 5-Feature watches at your 
counter. Back up your sales program with the complete 5-Feature pro- 
motion package: mounted reprints of this ad for your window and counter, 
newspaper mats, TV and radio advertising material, literature. 


There’s still time to tie in. 


Just ask your Hamilton salesman, or write direct to: 


Sales Promotion Department 


Hamilton Watch Company, Lancaster, Pennsylvania 
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Many watches purr along on lifetime 
mainsprings. Still more are shock- 
resistant or anti-magnetic or fully ad- 
justed. Some even have 22 jewels. 
But only Hamilton Five-Feature 
watches contain all these basics of 
time-telling dependability. It’s a topic 
your Hamilton jeweler will gladly dis- 
cuss with you. (Left to right) Pagoda, 
$95. Culver, $85. Vista, $79.50. Prices 
include federal tax. Hamilton Watch 
Company, Lancaster, Pennsylvania. 
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No. 14 POST 


RALPH DESTINO LTD. TIE TACK 


Ballou Clutch Backs 


FOR TIE JEWELRY — Push... it’s on! Pull... it’s off! 


Ballou clutch backs hold securely .. . are ideal for 
men’s tie tack jewelry. Consistent quality and close 
inspection has built a nationwide preference for Ballou 
findings for four generations. It will pay you to insist 


on Ballou findings. 





B. A. BALLOU & COMPANY, INC. | FINDINGS 
61 Peck Street * Providence 2, R. I. | The Foundation of Good Jewelry 
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ADVERTISING 
PROGRAM FOR 


KOMFIT | 


Bi cl mr Val-haeleia- 5 ames mun 'A's- ba etal of- tales 





Frequent ads in all these 









publications...all Spring! ion = ag 
fhe New Bork Times Fs : 
‘Magazine 


RSG. ELS Sa 





NEW YORKER [aSIeles 
ILLUSTRATED 





PLAYBILL 


fr Phe Ennastheorot “Keatme 











plus 
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Now comes an opportunity for every alert jeweler to attract the top-level 
quality market that Komfit sells so easily. Millions of customers will be 
reached by the greatly expanded Komfit campaign for Spring and Summer. ne : DE, 
That means a sizeable market in your city... already pre-sold.. . just 

i JEWELRY’S NAME FOR QUALITY 
waiting to be told you’re headquarters for Komfit by Forstner. 


Send for Dealer Help Kit Now FORSTNER, INC., Irvington 11, N. J. 


Capitalize on this profitable business by tying in with your own newspaper ads, radio spots, Seinen 

window and counter displays, mailing pieces. Use the complete package of promotion helps on 320 Fifth Avenue, New York 1, N. Y. 
Komfit ... available on request. And don’t forget to check your stock and reorder promptly. 448 South Hill Street, Los Angeles 3, Calif. 
Contact your Forstner wholesaler today! 29 East Madison Street, Chicago 2, III. 








ta | a ) 4 1 
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Gracious Elegance - Rosaries 


Twelve beautifully styled Rosaries representing the delicacy of SSR-12 Black plastic oval beads $ 9.50 


Simmons quality. A truly magnificent selection — including genuine SSR-13 Genuine rock crystals 16.08 
SSR-14 Bell shaped sterling silver bead 13.50 


rock crystals, pearl beads with sterling silver caps, black plastic beads and SSR-15 Black plastic round bead 10.00 
sterling silver fluted beads — all with sterling silver crucifix. SSR-16 Simulated crystal pear-shaped bead —12.00 

Only Simmons brings you such lasting loveliness — a mark of — °S®-!7__ Pearl bead with sterling silver cap —_19.50 

; i C disnd d SSR-18 Sterling silver fluted bead 14.50 

Simmons quality. Contact your dealer today SSR-19 Sterling silver indented bead 13.00 


to order these rosaries by Simmons. SSR-20 Sterling silver fluted pear-shaped bead 14.50 
®@ SSR-21 Sterling silver plain oval bead 13.50 
R. F. COMPANY SSR-22 Sterling silver fluted bell-shaped bead 14.50 


SSR-23 Sterling silver fluted oval bead 14.50 
ATTLEBORO, MASS. 


347 Fifth Ave., New York 16, N. Y. ¢ 29 E. Madison St., Chicago 2, Illinois ¢ 448 South Hill St., Los Angeles 13, California 
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BIG |s the word for the selling power of the Super Gruen line... 
Autowinds, Water Kesists, Men’s Diamond Dials and Ladies’ Diamond 
sets. And they’re selling BIGGER all the time! Here’s why! The 
Package Sells For You! [his new kind of package attracts the eyes 
immediately ...tells customers there’s something unusual about the 
watch inside! And there is! The Super Gruen line has exclusive Power- 


GRUEN... 
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Pak’ exciting “Newest Look in Time” styling, and an unusually attractive 
low price! You Can Promote...And Profit, Too! Our selling price to 
you lets you offer trade-ins, advertise, and merchandise in many differ- 
ent ways without sacrificing your over-size Super Gruen profits! If you 
don’t have Super Gruen promotional watches it will pay you to call 


Gruen today...and get in on the biggest Gruen sales blazer of the year! 


THE NEWEST LOOK IN TIME! 


THE GRUEN WATCH COMPANY ° TIME HILL ° CINCINNATI 6, OHIO 
21 
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$ 2 each, plus tax. 
Available in white, as shown, and 
ina Spring palette of 
complementary colours. At all 
leading stores or write 
Coro Inc., New York 1. 


Designs Copyrighted 


“FEATHER FERN" by Coro. . . AS SEEN IN CHARM MAGAZINE 


One of a series of advertisements that is telling and selling millions of your customers in full-page 
ads in the country's leading fashion magazines. It will pay you to stock CORO, THE BEST KNOWN 
NAME IN FASHION JEWELRY. 


For further information write CORO INC., 47 West 34th Street, New York 1, Dept. HB 








Shown WITHOUT 


center diamond. 
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We are proud to announce that | 


Oz. 


Office on December 18th, 1956. 


bd 











was issued by the U . S. Patent 


774231 





The patent covers amounting in which smaller diamonds 
are set partially under the girdle of alarger diamond 
to create an illusion of increased size and brilliance. 

This patented construction is used in the 


Feature-Glo- (re Mmt-@n=~ deem setting 


manufactured and sold by Feature Ring Company, Inc. 






i Shown WITH 
Hi center diamond. 





As you know, Henry Peterson created, developed 
and perfected the famous Feature-Glo, 
“Gem-on-Gem” setting ... acclaimed the most 
sales-stimulating achievement in diamond rings 
in years! 

There is only ONE Feature-Glo, “Gem-on-Gem” 
setting ... PROVEN AND CERTIFIED by 
the American Testing Laboratories, Inc. to make 
a diamond look 99% LARGER! 87% MORE 
BRILLIANT! 

Only Feature Ring Company, Inc. under Patent 
No. 2774231 can manufacture the Feature-Glo, 
“Gem-on-Gem” setting...only Feature Ring 
Company, Inc. can lawfully offer you Feature-Glo, 
“Gem-on-Gem”’ settings. 3 


Sold through your authorized wholesaler. 







We thank the trade for its support of our 
Feature-Glo, “Gem-on-Gem” setting. You may be 
assured that Feature Ring Company, Inc. will 
continue to.develop and bring to you exquisitely 
styled and highly galeable merchandise to increase 
diamond ring sales for jews everywhere. : 
And, you Mr. Jeweler, can protect YOUR 
SALES, YOUR PROFITS, and YOUR GOOD 
REPUTATION, by offering Feature Lock Dia- 
mond Rings, or other Feature Rings with the 
exclusive patented Feature-Glo, “Gem-on-Gem” 
setting ... PRE-SOLD for you by extensive na- 
tional advertising . . . and backed by the world’s 
largest manufacturer of interlocking engage- 
ment and wedding rings for diamonds. 


FEATURE RING CO., INC.. 





FEATURE RING COMPANY, INC., 130 WEST 46th ST., NEW YORK 36, N. Y. 
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Costume Jewelry Men 
Buck a Sales Slump 
With Costlier Lmes 


Swank, Inc., Gets Swankier; 


Coro Lifts Its Top Retail 
Price From $20 to $100 


By RICHARD B. COLE 

Staff’ Reporter of THE Wat STREET JOURNAL 

PROVIDENCE, R. I.—A lot of the glitter is 
rubbing off the low-cost costume jewelry mar- 
ket. As a result, many leading producers are 
abandoning their cheaper knickknacks and 
turning to more elegant items. 

Coro, Inc., of New York City, one of the 
biggest manufacturers of fashion jewelry for 
women, has brought out a new line retailing 
at $10 to $100, compared with its previous top 
price of about $20. ‘‘We've found a luxury 
market we've never tapped before,’’ says 
Jerome C. Roberts, merchandising vice presi- 
dent. 

And Joe Lavan, president of Superb Case 
Co. of Providence, says his company will halt 
production of $1 and $2 compacts and concen- 
trate on swankier models. ‘I'll do as much 
business—in dollar volume—but I'll have 110 
employes instead of 179,’ he relates. 


Hitting a Downturn 

Costume jewelry men generally have not 
been very radiant about 1956 results. G R. 
Frankovich, executive secretary of the Manu- 


Copyright 1956 by Dow Jones & Company, Inc 
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facturing Jewelers and Silversmiths of Amer- 
ica, says sales this year are running well 
behind a year ago—the first such aownturn in 
five years. The industry, much of which is cen- 
tered in this New England city, hit a particu- 
larly bad slump in September and October, 
Mr. Frankovich reports. 


Jewelry producers blame everything from 
tight money to bad weather for this setback. 
but they’re particularly perturbed about the 
costume jewelry retailers who, according to 
the manufacturers, refuse to stock the less ex- 
pensive items. “They're just not interested 
any more in products in the $1 to $3 range. 
They're looking for the fatter profit margins 
from higher priced lines,’ says the sales vice 
president of a big costume jewelry manufac- 
turer. 

In private, however, the producers confide 
that they themselves have lost interest in 
cheaper items. Although the shiny, mass-pro- 
duced ornaments still command an enormous 
market, steadily rising costs have cut sharply 
into the already narrow profits. Moreover, the 
price of brass, a basic metal in low-cost cos- 
tume jewelry, has swerved. upward. 
Tourmalines and Tiger Eye 

Alice Jewelry Co., a major earring producer 
here, has a new line selling at $6 top, whereas 
it formerly marketed $1 and $2 items. ‘‘Our 
1956 volume has run 10% below last year, but 
we're happy because were making a much 
better profit,” reports Lou Jaron, president. 

The same trends hold true in men’s jewelry. 
Manufacturers report they're 
use of precious metals and semi-precious 
stones like tourmalines, svnthetic rubies, Swiss 
lapis, cultured pearls, obsidian, tigeréye and 
agate. 

Swank, Inc, says demand has been strong 


making more | 
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for items selling for $5 and up, While less ex- 
pensive trinkets aren't doing very well. 
‘“‘Greater elegance in men's dress ¢alls for gold 
and sterling rather than base metals, and real 
stones against imitation ones,'’ obgérves Lee 
Biagi, merchandising manager for the Attle- 
boro, Mass., concern. Swank looks for its 
sales to show a slight gain over 1955. But the 
gain will be far smaller than earlier year-to- 
year increases, Mr Biagi figures. 


Gold-Filled Metal Boom 

Another big producer in the men's field, 
Anson, Inc., of Providence, chalked up @ 12% 
increase in sales for the first ten months of | 
1956. But Olof V. Anderson, president, S&ys 
this was only half the gain he had expected, 
and was a considerably smaller improvement 
than in recent years. 

‘‘We had the poorest year ever in goods 
selling under $5,’’ laments Mr. Anderson. Hes 
basing future plans on a higher price scale. 

W. I. Wolf, Jr., sales manager of Trifari, 
Krussman & Fishel, Inc., which turns out &@ 
wide line of costume jewelry, agrees there's 
been a strong swing toward higher-priced mer- 
chandise. He estimates the average factory 
value of Trifari. pieces ran 20% over a year 
ago, with most items far more elaborate than 
ever before. 


All this is good news to manufacturers of 
gold-filled metal, which consists of solid gold 
bonded to base metal. Eleven companies in 
New England and New York which turn out 
90% of this product have formed the Gold- 
Filled Manufacturers Association. They've 
spent around $250,000 a year to promote the 
metal. Bud Cantor, the Association's head, 
estimates use of gold-filled metal in costume 
jewelry increased 30% in the first ten months 
over the like period last year. 
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Reports in business publications . . . jewelry trade magazines . . . from 
manufacturers and retailers — all emphasize a growing trend to better jewelry. 














This trend can mean greatly increased profit for you! 


This year is your golden opportunity to trade up more and more 


customers from less expensive pieces to items made of Gold Filled. 


Just a few minutes spent in explaining the greater true value . . . greater 
durability .. . finer quality of Gold Filled can often double your 


profit on a single sale. 


The buying trend is in your favor! Cash in on your customer’s desire for 
better quality. Make sure your Gold Filled stock is adequate . . . Make sure 
your customers are shown Gold Filled . . . Make sure Gold Filled is 
explained to your customers. . . and this could be your 


most profitable year ever! 


Cook, Dunbar, Smith Co. « E. N. Cook Plate Co. 
= Genera! Plate Division -- Metals and Controls 
Horton Angell Co. + Improved Seamless Wire Co. + Leach & Garner Co. » D. E. Makepeace 
Division — Union Plate & Wire Co. + |. Stern & Co., Inc. + Standard Metals Corp. + A. T. Wall Co. + H.A. Wilson Co., inc. 





GREATER PROFIT 


In LIFE Magazine...in LOOK Magazine 

. on television . . . in motion picture 
theatres across America, Gold Filled is be- 
ing pre-sold for you in the Fourth Big Year 
of a national advertising campaign. 
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PRESENTING The NEW 














Here’s a great opportunity... 


with Bulova advertising 


| , 
and merchandising support 


behind you...to lift your watch 


volume to a great new high! 
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Never before 3 
| 2 |-jewel high boon “a 
prestige watch—with , 
2 precision adjustments, J 
for the low, 

low price of *39°°— 











r-Valaihd-je-t- al -)- See —lieialet-b 2 
...Opalite makes every 
ror-)(-Jeole-ti.e]ammasl-laslela-lell-3 


A NEW OPALITE ORIGINAL 
Les | -ad mey-Wal. (cio) _/-\ met. lel-t— 


$ -23 —Sterling Silver 
F -23 —Gold Filled 


Th Opal. Sub oH, uth, Pty 








CS$-1 -Sterling Silver 
CF-1-Gold Filled | 





U.S. Patent Des. 170,667 


{ lite /INC., 1311 LOMBARD STREET, PHILADELPHIA 47, PA 
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7850TX — Sparkling 
gold or silver finish. 


8250TX — Two-tone 
combinations of gold 
and high-style colors. 


Double 
ring’ cases 


...with 
double value! 


Dennison-designed with Display in mind 
Cases styled with care and beauty provide the 
sales setting your engagement and wedding rings 
deserve. Smooth plastic exteriors in bright gold 
and silver finish or soft pastel tones. Rich inte- 
riors lined with karess velvet and sleek satin. 


Dennison-designed with Remembrance in mind 
Giving away a box with each purchase is an in- 
expensive and lasting way of saying “thank you 
— come back again.’’ Dennison cases reflect the 
prestige and personality of your store. Each case 
comes in an individual white packer. 


Dennison makes fashionable, displayable cases 
for all your fine rings — and for many other items, 
too. Your wholesaler will be glad to show you the 
complete line. 


> 


7950TX — Brilliant gold 
or silver. 


MANUFACTURING COMPANY 


JEWELER’S DIVISION 
MARLBORO, MASS. 


Order a supply from your wholesaler now 
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waterproof... 


Now! For the Very First Time! 


New formula 118-8 |stainless steel—recently perfected 
for use in submarines and atomic energy ‘reactors—is 
used for every part in every JB Waterproof Watchband! 


Wear-Insured Watchband Wonder! 


So impervious to the elements is this great new steel, 
so durably constructed by skilled JB craftsmen... that 
every waterproof band carries J-B’s famous guarantee! 


What This Means To You... 


Just total your waterproof watch sales... Now, think of 
the tremendous market for the first waterproof watch- 
band—for men and women—for as little as $4.95 retail! 
Plus all the people who want additional safety for their 
watches—whether they are waterproof or not! 








? 


it’s waterproof ...it’s 


made exclusively by Jacoby: Bender, Inc. 
Woodside 77, New York 





L 


2 
3 
4 











A natural add-on-sale with every “white” 
watch you sell! 


An irresistible replacement sale to every 
band wearer ... new or old! 


A compelling trade-up-sale to your summer 
strap customers! 


A traffic-stopping promotion sale when fea- 
tured with your waterproof watches! 


A high-profit “New Customer” sale to doc- 
tors, nurses, dentists, mechanics everyone 
whose job requires frequent hand washings! 


A logical impulse sale to free-spending golf- 
ers, swimmers, fishermen, tennis players... 
to virtually every sportsman and woman in 
your town! 


A big 5-month selling-season—April, May, 
June, July, August—the perfect band for 
warm weather—it’s waterproof! 
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creates the sensation of the industry 


corrosion-proof... tarnish-proof 





YOU CAN’T MISS! 





You get all of this and more to help you sell 
when you order 12 new J-B waterproof watchbands 


oe 
wATERPROO! 
WATCH BANDS 


matt 
onavid | OS) 








DISPLAY tells the whole story! Eye-catching 
sales-builder for your window and counter. 
Highlights the “waterproof” idea with a 
swimming pool. Highlights low, low price. 
Shows off the handsome good looks of men’s 
and ladies JB WATERPROOF bands. 


BOOK-TRAY: Handsome book- 
tray for counter-display or 
presentation. Shows off 10 
JB WATERPROOF bands, both 
men’s and ladies’. 


pe 
sensational AD CAMPAIGN backs you up! First ~ 
phase starts this month! Magazines like Es- 
quire, Sports Illustrated, Field & Stream, 
Motor Boating, Journal of Nursing and 
Journal of the American Medical Assoc., 
bring the J-B story to your best prospects. 


CALL YOUR WHOLESALER TODAY 


ask him for J-B’s new WP-12 assortment 
your cost: $3240 your resale: $6940 your profit: $3:(00 
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new look 


1957 


sparkling the pages of America’s eS a: 
top prestige magazines-—all for eo 
you and your watch business! en ae 
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Hold onto your hat: Medana’s blow- 
ing the lid off the industry! With a 
fresh new advertising slant never be- 
fore seen in the low-priced watch 
field reflecting ait costly look of our 


4 fabulous new collection. And backed 


by dealer helps in the same smart 


nee 


style: Each watch beautifully made. 
vuaranteed ... offering the confi- 
dence that comes of being the prod- 
uct of one of the world’s largest 


watch factories. the Roamer Watch 
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waterproofs, casuals ...and our fab- 
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ulous ladies’ Couturier Collection... 


$10.95 to 519.95 retail 


HITTING THE MAGAZINES YOUR CUSTOMERS READ MOST! 
VOGUE | HOLIDAY | SEVENTEEN 
SPORTS ILLUSTRATED N. Y. TIMES MAGAZINE 


LOUIS AISENSTEIN & BROS., INC., 16 E. 40th Street, New York 16, N. Y. 
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“A dvertised-in-LIFE™ 
does a prize-winning 
selling job... 

















They think...they talk. They laugh. 





When people think of exciting events of today or epic 
stories of yesterday... they remember them as they saw them in LIFE 


AROUND THE WORLD IN 45 HOURS 


POINT-TO-PDINT NARRATIVE OF HISTORIC FLIGHT 
HOW KANSAS RECRUITED ‘WILT THE STILT 
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TAKE-OFF OF GLOBE-CIRCLING 8-52 


20 CENT 20 CENTS 


JUNE 4, 1956 ea i | JANUARY 28, 195) 




















They learn...they act. They remember and buy. 








When people think of great photographs 











PRICELESS 





... they think of LIFE 








SENSITIVE 










And when people want to buy... they remember, they 
prefer the products they’ve seen advertised in LIFE 























...and your customers respond to 








LIFE reaches more people in your neighborhood with more advertising for the 
products you sell than any other magazine. . . because more people buy LIFE each 
week than any other magazine. .. because LIFE reaches 3 out of 5 households in the 
average community in 13 weeks... and because advertisers in your field invest more 
for selling in LIFE than in any other magazine. 
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FOR WEEKLY CIRCULATION FOR WEEKLY AUDIENCE 
1. LIFE 5,738,226 1. LIFE 26,450,000 
2. Saturday Evening Post 4,950,061 2. Look (bi-weekly) 18,050,000 
3. Look (bi-weekly) 4,191,057 3. Saturday Evening Post 14,050,000 


Source: July-December, 1956 as filed with the Audit Bureau of 
Circulations, Subject to Audit. Source: A Study of Four Media. 
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the jewelry advertising in LIFE 
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Only LIFE reaches so many good buying pros- 
pects week after week: LIFE reaches 38.2% 
of all persons in homes with annual incomes 
of $7,000 or over—almost twice as many as 
are reached by any other weekly or bi-weekly. 


In 1956 jewelry, optical goods and camera ad- 
vertisers invested more for selling in LIFE than 
in the next three leading magazines combined. 





FOR TOTAL ADVERTISING REVENUE 


1. LIFE $137,454,372 
2. Saturday Evening Post 86,873,786 
3. Time 42,598,778 
4. Look 34,350,878 


5. Better Homes and Gardens 30,071,028 


Source: Publishers’ Information Bureau (gross figures). 














FOR JEWELRY, OPTICAL GOODS 
AND CAMERA ADVERTISING REVENUE 


1. LIFE $4,508,028 
2. Saturday Evening Post 2,752,530 
3. Time 797,786 
4. Reader’s Digest 754,800 
5. Look 741,005 


Source: Publishers’ Information Bureau (gross figures). 































_..and “Advertised-in-LIFE™ 


wins with jewelry retailers 
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2. 


More jewelry retailers tie in with LIFE to help them sell than 
with any other magazine. The ‘‘Advertised-in-LIFE”’ selling 
aids will help you, too. . . because your customers respond to 
LIFE ...to memorable pictures, meaningful words and ad- 
vertisements that make a lasting impression. 


‘‘Advertised-in-LIFE” offers you a golden opportunity. Just see 
how many jewelers everywhere capitalize on this selling power. 
Look at these facts, gathered in a survey conducted among 
jewelry retailers by an independent research organization, Audits 
& Surveys Co., Inc. 















Compared to any other magazine 
... by actual count of tie-in displays, 
three times as many jewelry retailers 
use advertising from LIFE to help 
them sell. 















Jewelry retailers—by more than 3 
to 1—pick LIFE as first choice to 
carry advertising for the products 


they sell. 
—_ 

















Because LIFE wins the prizes... 
























SILVERWARE 


International Silver Company 
1847 Rogers Bros. 
Holmes & Edwards 
Stainless Division 
Sterling Division 

Poole Silver Company 


, 
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STATIONERY REQUISITES 
AND LEATHER GOODS 


Burroughs Adding Machines 
Buxton 
Esterbrook Pens 


Feature and display these best-selling 
LIFE-advertised brands 


—FIRST 6 MONTHS OF 1957— 


Eversharp, Inc. 

Ferber Pen Co. 

IBM—electric typewriters 
division 

Parker Pens 

Prince Gardner Company— 
billfolds 

Royal Typewriters 

Seripto, Inc. 

Sheaffer Pen Company 

Shwayder—Streamlite Luggage 

Skyway Luggage Company 

Smith-Corona Typewriters 

Tuckersharpe Ball Point Pens 

Underwood Typewriters 

Wearever Pens 


CAMERAS 


Ansco 

Argus Cameras & Projectors 

Bell & Howell Cameras 

Eastman Kodak 

Polaroid Cameras 

Sylvania Electric Products— 
photolamp division 


JEWELRY, WATCHES & CLOCKS 


Artearved Diamond Rings 
Berger Watches 
DeBeers Diamonds— 

DeBeers Diamond Promotion 


Because of last minute changes some items may be omitted. 


people respond to 
















Enicar Watches 

Feature Rings 

Keepsake Diamond Rings 
Longines- Wittnauer 
Mido Watches 

Omega Watches 

Panat Jewelry Company 
Swank 

Trifari 

Waltham Watch Co. 
Westclox 


MISCELLANEOUS 


American Cyanamid— 
melmac dirnerware 

Merit Mfg. Company— 
sunglasses 

Norcross Greeting Cards 

Norelco Shavers 

Novo Card Publishers 

Opti-Ray—sunglasses 

Phileco Transistor Radios 

RCA—clock and table radios 

Remington Shavers 

Ronson Lighters & Accessories 

Ronson Shavers 

Schick Electric Shavers 

Shuron Optical Company, Inc. 

Sunbeam Frying Pan 

Webcor Products 

Zippo Lighters 













different... 4 ways! 


a liquidation sale 
run by Gordon Brothers: 


54 years of experience liquidating stores . .. means competence 
in producing maximum net dollar results when we run a liquidation 
sale for you on a commission basis. 












our liquidation sales have set standards, built our reputation. That 
reputation is behind every Gordon Brothers sale on a commission basis. 


we deal in facts, not rosy hopes . . . a reliable Gordon estimate with 
our minimum cash guarantee is by far the safest way to embark on a 
liquidation sale. 


and a Gordon Brothers liquidation sale is complete! for with our 
many outlets, we are always open to buy odds and ends and leftovers 
(if any should remain after your sale). 









etail surplus stocks 





cash buyers of manufacturer's 
and jobber’s stocks 


“abe 
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f| 33 BROMFIELD STREP r 


BOSTON MASS ACHI SETTS 
N, us 
Telephone HAncock = 




























America’s most complete service in cash buying or liquidating jewelry stores and stocks 


33 





FOR APRIL, 1957 


. ore ead eine Mapere” nen. <3 ernie carats, 
. ag “Die bisa eee 
© ED Monge 
ia taains 











ie og ree eA 





RIVOLI... Exciting new decorator wall clock in “California Modern” ENTREE... Modern electric wall clock. Hand-finished wood case in 
styling. All-wood case. Hand-rubbed ebony finish. Polished brass hands, ebony or natural fruitwood. Easy-to-read white dial, fluted golden corona. 
applied hour markers, dial ring, hand-set knob. Electric and 8-day key- Solid brushed-brass hands, hour marks, dial trim and front hand-set knob. 
wound. Height 24”, width 24", depth 3%”. Retail $45.00. Diameter 124%", depth 24”. Retail $32.50. 


NEW--6 New Clock Models 























SHARODN ... Old favorite returned by consumer demand. Early Ameri- TRAVADATE  ... Complete travel accessory. Combines alarm clock 
can strike clock. Selected wood case finished in deep colonial mahogany. and calendar all in one! 8-day, 7-jewel movement. Silver face. Golden 
Delicate floral design on face and lower panel. 8-day pendulum movement. hands and hour markers. Luminous dial. Genuine leather case in Tan, 


Hour and half-hour strike. Height 15%”. Retail $55.00. Brown or Red. Height 3%”. Retail $22.50. 









TRAVAWEEK... Popularly priced 8-day travel clock. 7-jewel move- CLASSMATE-S.. . Feminine travel clock in period oval design. Gen- 


ment. Raised golden numerals and hour marks. Tan, Red, Brown or Green uine leather case in Tan, Brown or Red. Trimmed in solid brass. 7-jewel, 
genuine leather case. Silver face. Luminous dial. Height 3%”. Retail $14.95. 30-hour bell alarm. Silver face. Luminous dial. Height 2%”. Retail $10.95. 
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NOW-Seth Thomas 
brings you a 


3-Way Program 


—e TRAVEL Clocks bee 5 


- . et EAR CU AS awre: 










520” Display FREE 


with 
Travel Clock Assortment No. 3 


Increase travel clock sales with this permanent display fixture—yours FREE 
with Assortment No. 3. Sturdy and durable—made of wood, metal and 
glass—this “‘silent salesman” serves as a complete clock department in a 
minimum of space... increases selection, display and trade-up opportu- 
nity. 20” wide, 11” deep; holds 9 travel clocks in colorful display. Storage 
at back. Order from your distributor salesman now while the supply lasts! 









* APS, Meh titel a Pow 














TRAVEL CLOCK ASSORTMENT NO. 3 














Quantity Model Retail Value 
3 Classmate-5 (Tan, Brown and Red).......... $ 29.85 
3 Classmate-6 (Tan, Green and Blue).......... 29.85 
, , P ” 3 Classmate-7 (Tan, Brown and Red).......... 29.85 
New products—dramatic dealer display 3 Classmate-8 (Tan, Brown and Red).......... 32.85 
2 Travaweek (Tan and Brown)............... 29.90 
—and the backing of strong national 2  Travadate (Tan and Brown)............... 45.00 
i 1 Travaid CP eG nAndbasenciscatous 29.95 
advertising -.. all designed to give you Total 17 Clocks, Retail Value................ $227.25. 
a big selling year with Seth Thomas Clocks. Plus $20.00 Value Permanent Travel Clock Display.... FREE 


YOUR COST $137.88 


YOUR PROFIT $89.37 
N E W Ni Oo D E LS All prices plus Federal Excise Tax 


Six new models—right up-to-date with 
the latest consumer trends—added to the 


Seth Thomas line of fine decorator clocks. Se, j= Tr nd 
New permanent self-selling travel clock 

counter display—a $20.00 value FREE 

with new travel clock assortment. 


‘4 ADVERTISING MASTERPIECES 1” TiMm G1NOR 18tS 


Colorful ads in POST, LIVING and Division of “ad Corporation 
BRIDE’S—flus the powerful selling 

force of radio—to effectively merchandise 

the complete line. 
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Cab Ait makers of fine quality jewelry 


use General Plate Gold Filled Stock 


Experience has taught Carl-Art, Inc., of Providence, R. I., that there 
is no better gold filled stock than that produced by General Plate. 
Pictured below is Joseph Valerio, one of Carl-Art’s expert press hands. 
Here’s what he has to say about General Plate stock. 

“General Plate’s Gold Filled stock is easier to work. Its uniform 
temper and accurate dimensions give cleaner blanks with less scrap. 
Our tools stand up longer when we use it.” 

These advantages, plus many others, are availabie to you simply by 
specifying General Piate Gold Filled stock. Its accurate dimensions 
and freedom from flaws will save you both time and money. Because 
of its fine finish, less polishing is required — more gold is left on the 
article, giving your product greater and longer-lasting sales appeal. 
For complete details, get in touch with your General Plate representa- 
tive, or phone us collect. 


This attractive brooch is typical METALS & CONTROLS CORPORATION 


of the products manufactured by 


Carl-Art and sold to leading GENERAL PLATE DIVISION 


jewelers throughout the country. 
Attleboro, Massachusetts 
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SALES OFFICES: ATTLEBORO, NEW YORK, CHICAGO, LOS ANGELES 
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And that means every woman! A 
woman’s hands are in and out of water all 
day. Even if she owns a dishwasher, she’s 
still got to do the pots and pans. If she’s a 
career girl, she’s at the basin a half dozen 
times a day, washing off pencil marks and 
carbon smudges. So off comes the watch, 
on goes the watch, off, on, off, on. And if 
she puts up with that nuisance day after 
day—maybe it’s because no one’s told her 
she doesn’t have to! 

And she doesn’t. Not with today’s 
waterproof—of which we think the finest 
example is the Croton Swan, shown here. 
For the Swan is first of all a beauty—and 
then a rugged performer: waterproof, 
shock-resistant, with a guaranteed un- 
breakable mainspring and balance staff. 


CROTON® NIVAI 


And self-winding—a blessing for the mil- 
lions of women who can keep a thousand 
details in their minds—but just can’t re- 
member to wind their watches! As we say 
in our national advertising campaign, “‘It 


smart suede strap and steel back. 17-jewel, shock-resist- 
ant. Waterproof and self-winding. $69.50t 


404 Fourth Avenue, New York 16, N. Y. 


ns ait 
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only looks delicate! This slim beauty is as 
tough as they come.” 

Don’t wait for women to discover the 
Swan. Now—with an important selling 
season ahead, promote it vigorously. Sell 
the young mother who’s still wearing her 
college graduation watch. Sell the woman 
with the diamond watch that spends nine- 
tenths of its life in the dresser drawer. 
Sell the working woman with the inexpen- 
sive watch she bought with her first pay- 
check. We repeat: every woman—even if 
she’s wearing an old-fashioned waterproof 
—is a Croton waterproof customer for you. 
We believe in the potential for these 
watches so strongly that we're 
making you an impressive offer on 
the next page. 


A-GRENCHEN 








< good design ... finest quality 
workmanship and finish .. . 


availiable in 14K* Sterling and Gold Filled 


CARL-ART 
Mannie Levine * © os Norman Gustafson 


366 Fifth Avenue, New York 1, N. Y. PR Oo Vi D EN Cc Fe@R H Oo DE | S LAND Room 411, Pershing Square Building 


Los Angeles, Calif. 
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All watches with guaranteed unbreakable balance staff and mainspring! 


sais (ime aes 


THE AQUAMATIC LADY: self-winding, with stainless steel back and chrome 
top. Shock-resistant, 17 jewels. Genuine leather strap. $49.95t 


THE AQUATEEN: chrome top with stain- 
less steel back. Shock-resistant. 17 jewels 
and genuine leather strap. $29.95 


; 


THE SEA NYMPH: stainless steel case with leather strap. 
7 jewels. Shock-résistant, self-winding. $59.50 


THE SEAMAID: 17 jewels, with genuine leather strap. Chrome 
top and stainless steel back. Shock-resistant. $39.95+ 
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THE SEA NYMPH/G: 10K gold-filled top and stainless steel back. Shock- 
resistant. 17 jewels, genuine leather strap. Self-winding. $69.50t 


THE AQUAMAID/X: stainless steel case 
with genuine leather strap. 17 jewels, 


shock-resistant. $45.00t 


THE COED: self-winding. 17 jewels. shock- 
resistant. Genuine leather strap. Stainless 


steel back. LOK gold-filled top. $69.50 


—— 
THE SEAQUEEN/C: 17 jewels, Stainless steel case 
with silk cord. Shock-resistant. $49.95+ 


THE WATERMAID: 17 jewels. 10K gold-filled top 
with stainless steel back. Shock-resistant, self- 
winding. Genuine leather strap. $75.00T 


THE SUBURBA: 10K rolled gold 
plate top. Stainless steel back 
with leather strap. Shock- 
F resistant. 17 jewels. $49.951 


THE SERENE: 14K gold case. 17 towels, shock-resistant. To make certain that watches stay fresh. clean, and accurate, they are flown 
Self-winding, with genuine leather strap. $120.00+ from Switzerland—in pressurized cabins—by KLM Royal Dutch Airlines. 


Order these Croton’ women’s waterproofs now 
and get a free“Swan’ watch for your wife 


*As long as case is unopened, crystal intact. + All prices are retail, and include Fed. Tax. 


We want your wife to wear a Croton water- ee 
Croton Nivada-Grenchen 


proof. That’s why we make this offer. Buy 12 | 404 Fourth Avenue, New York 16, N. Y. | 
of the Swan(on the preceding page) or 12 of | Please send me the following watches Name... 
any of the watches on this page and we'll | — Name __ Quantity i Store Name. . 
send the Swan to your wife free, with our ! - ere tae | Address 


compliments. This offer expires July 5, 1957. 


| Please send a free “Swan” watch to my wife. 




































They form a bigger market, 





Biggest volume of jewelry and ¢ifts 
bought by Reader’s Digest families 


have more disposable income, 
than readers of any other magazine 


ODAY, Americans buy more gifts than 

ever before — not only because more people 
graduate from school, get married, have more 
babies and more birthdays, but because our 
fast-changing life presents more occasions for 
exchanging both personal and business gifts. 


We are buying more watches, more jewelry 
and other substantial items. And we are spend- 
ing more money for them, too, thanks to increas- 
ing buying power of families in the middle and 
upper income groups. 

More than 73 million Americans over 10 
years of age are in these prosperous income 
groups—and an average issue of Reader's Digest 
reaches nearly one-third of them. That’s why 
Digest readers alone can buy nearly a third of 
the nation’s new cars, major appliances, and 
other high-ticket products and services—and 
have plenty left over for gifts. 


’ ¢é 


For advertisers, the Digest’s “thriving third”’ 
of the market represents the greatest concen- 
tration of buying power ever found in a single 
magazine audience. 


3 times as many opportunities to sell 


The circulation of the U. S. edition of the Digest 
is over 11 million copies a month—the nation’s 
largest. An average issue is read by more than 
32 million people. 


And now, a giant new market study shows 
that the average person reads his copy of the 
Digest on 5.3 different days. This gives the 


Digest 168 million “exposure days’’ per issue. It 
gives you, as an advertiser, 168 million oppor- 
tunities to have your message seen and read. 


In terms of these “selling opportunities,” 
Reader’s Digest leads the next magazine by 
three to one. 


Advertisers enjoy these unique values: 


@ Reader’s Digest is read by more people than any 
other publication in the country, or in the world. 


@ People read each issue more often. 

@ The Digest has a greater exposure to people of 
every income group, of every age group, of every 
segment of the market than any other magazine. 


@ In the Digest’s environment of integrity, people 
believe in—and remember—what they read. 


Send for ‘‘Study of Seven Publications”’ 


“Exposure Days,” the new dimension for meas- 
uring magazine readership, is explained in “‘A 
Study of Seven Publications,” conducted by 
Alfred Politz Research, Inc., and approved by 
the Advertising Research Foundation. 


It covers seven publications: Reader’s Digest, 
Life, Saturday Evening Post, Look, Good 
Housekeeping, McCall’s, and This Week. It 
provides new facts of value to advertisers— 
including latest comparative data on magazine 
readers by sex, income, age, family status, 
educational levels, household possessions and 
recent purchases. 


For your copy, write Reader’s Digest, 230 
Park Avenue, New York 17, N. Y. 
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It’s gift time! Advertisers have 3 times 
as many opportunities to sell in Reader’s 
Digest as in any other magazine. 


People have faith in 


}Reader’s Digest 


Largest magazine circulation in the U. S.... 11 million copies bought monthly 
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LOOK 


to Spinl-Levine for exclusive, salable designs in Palladium 


Now, more and more people in your neighborhood are ready to buy luxury jewelry. Be sure you dont 
underestimate this profitable market ...be sure you do try to trade-up every customer. Do it two ways: 


1. Show a variety of luxurious palladium 2. Enjoy a reputation for being up-to-date 
items in your window and store displays. by devoting a whole section to palladium 
{t’s surprising how many people will be jewelry. Precious white palladium is new, 
interested in “prestige” jewelry. modern and gaining in popularity. 
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MAGNIFICENT cover watch bracelets 
in palladium, set with diamonds .. . 
skillful examples of the jeweler’s art. 
Left, $2800; right, $6000. 


LIGHT, lustrous palladium .. . ideal 

for earrings. Unusual designs, ‘paved 
- with diamonds, to be worn with great 

pride. Left, $1300; right, $750. 


INTRICATE workmanship gives hand- 
some diamond-set palladium watch 
bracelets true distinction. Left, 
$3600; right, $1400. 


UNIQUE dinner rings for people of 
discernment. Carefully chosen opu- 
lent gems, beautifully set in precious 
palladium. Left, $2700; right, $1500. 


All prices Keystone. 


leaders of the line, designed in 


Spinl-Levine expands 1957 
line of palladium jewelry 
The Frank Levine line of watch- 
cases, rings, brooches and ear- 
rings and the Spinl line of 
bracelets and watch attachments 
combine to offer a most inter- 
esting choice of palladium mount- 


ings and diamond-set pieces. 


Increasing use of palladium 
sparks new style trend 


A strong national advertising and 
publicity campaign emphasizes 
the beauty, whiteness and light- 
ness of palladium...consumer in- 
terest is being excited... and 
palladium jewelry is being sold in 


stores from coast to coast. 


Wire or write Spinl-Levine 
for quick service 


With this new palladium jewelry 
in stock, you can trade-up custom- 
ers by showing more elaborate 
pieces than they may have had 
in mind. Dramatic, handsomer 
window displays can be arranged 


with modern palladium jewelry. 
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EXCLUSIVE watch bracelets in gleam- 4 DISTINCTIVE palladium watches, 
ing palladium, set with diamonds. bs gracefully fashioned in contempo- 
Luxury pieces—yet moderately priced. rary style and generously set with 
Left, $400; right, $1150. diamonds. Left, $1300; right, $1900. 


mam A10-8, MQ-4, 
 ‘$F-10, SF-8, SF-13 


> APOPULAR watch attachments in new ai ~§=—Ss«s LUXURIOUS bracelets of extraordi- 
and modern palladium...set with dia- sats nary beauty. Diamonds, emeralds, 
monds. Left to right: $290, $300, sapphires in fine palladium settings. 
$250, $450, $220. Left to right: $2500, $1800, $1500. 


Write for free, 
30-page catalog 
of Spinl-Levine 
exclusive designs 


Address your in- 
quiries to either 
Spinl Manufactur- | 
ing J eweler, 27 PA ee 

ng ec oe —_— PLATINUM METALS DIVISION 
ae A ergs : THE INTERNATIONAL NICKEL COMPANY, INC. 
Street, both in New | \ 67 Wall Street New York 5, N. Y. 
York, N. Y. yt hy 


“ee 
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Sales-Inspiring Styles for You 
from the new Watch World at 


WALTHAM 
















Premier DIPLOMAT 


Premier MARTHA 

















Premier WILSON 





Sales are made today on watches that are “different”. Waltham... with its history-rich 
traditions of 107 years...is now also your reliable resource for watches that make 
news headlines. For example, the new Premier “25” Watches... with patented oil-reserve* 
jewels, smartly styled for men and women...represent a horological development that 
adds 8 extra ruby jewels to the customary 17 friction-bearing jewels 


... assuring better service. To retail from $67.50 Fri. Other Waltham Watches—from $39.75 


Tie in with Waltham’s promotions in LIFE and on TV. 


WALTHAM WATCH COMPANY 
Executive and Sales Offices: 475 Fifth Avenue, New York 17, N. Y. 
JOSEPH AXLER, President - MELVIN AXLER, Executive Vice President 


“U.S. Pot. No. 278865 America’s First Watch...Since 1850 
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OPERATION 248: YOUR BEST DIAMOND BUY 


NO LONGER do shipments of Diamonds 
valued at less than $250 have to be cleared at 
port of entry. As a result of a U. S. Customs 


Fine Diamonds 
Direct from Antwerp 


to your store 
ruling, such shipments now may be sent air y 


parcel post directly to your store, the 10% neneee 
duty being collected by the postman. The 
savings in time and money are important. 


AL 6£eGree GOEDEO SE teneneeD 


To enable U. S. jewelers to take maximum 


advantage of the new Customs ruling, I de- JOACHIM GOLDENSTEIN 


vised “Operation 248” which consists of 8 DIAMOND CLUB — ANTWERP — BELGIUM 
standard parcels of Diamonds in 4 different 15 CENTS POSTAGE FOR AIRMAIL 


grades, each priced at $248. Joachim Goldenstein, Diamond Club, Antwerp |, Belgium 


Please airmail a FREE copy of your 3-color folder 


Send for a copy of my 3-color folder which describing “Operation 248" 


describes “Operation 248” in detail and in- 
cludes New Wholesale Price List 730 
(prices per carat in U. S. Dollars). Also 


Store Name 


Address 


order forms. Fill out coupon at right and mail 


today. 
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THE WORLD’S MOST DISTINGUISHED LIGHTER 


Crlibri Kreisler 
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Right under your thumb, 


the most dramatic sales demonstration 

in cigarette lighters today! 

Light the Kreisler Colibri as fast as you can... 

as long as you like! It never misses! 

Never fails to help you make the sale! 

Only Colibri’s exclusive automatic Torque Action 

gives you sales excitement like this. 

Only Kreisler’s original jewelry styling and 

inimitable craftsmanship can give you Colibri by Kreisler, | 
The World’s Most Distinguished Lighter. 
start at $6.95 retail, all richly gift boxed. 


OLIBRI'NEVER-MISS” ACTION. 


Colibri catalog. Write for it today. Colibri lighters 
TEPPER UEP E UE RUE) 
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For men: 
Brighten your Father’s Day picture with Colibri’s handsome masculine 
styles in yellow and white finishes; hand engine-turned patterns, modern and 
period designs in chrome, enamel, sterling silver—rich leather creations. 









For women: 

How the ladies love Colibri! Exquisite petites—in jeweled and hand 
engraved patterns, high fashion, modern and traditional treatments in 
leathers and in Day and Night Sets. 


For the home: 


Colibri makes the house beautiful even more so with a striking collection 
of table and desk models for all tastes, all decors. 








SPARKS “NEVER-MISS” SALES 


‘ 


Dp 


Crlibs * Kreisler 


Jacques Kreisler Manufacturing Corporation 
9015 Bergenline Avenue, North Bergen, New Jersey 
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ETERNA 
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This five-ball symbol, 
representative of 
ETERNA’S unique 
ballbearing winder, 
appears on every 
ETERNA*MATIC dial. 
Against a spiral 
background (left), 

it identifies all 
ETERNA literature. 





The movement 
(enlarged) of the 
miniature 
ETERNA*MATIC 
Golden Heart. The 
secret of its 
selfwinding 
perfection is its 
heavy 23-K gold 
rotor (right) that 
develops powerful 
winding action. 





Sideview sketch of 
the incredibly thin 
ETERNA*MATIC 
Centenaire—the 
world’s thinnest 
selfwinder with 
sweep second. 

Steel; steel and gold; 
14-K gold and 18-K 
gold. See watch 
photos (below). 





WRITE TODAY for 
our illustrated 
centennial booklet 
in color, showing the 
full ETERNA*MATIC 
line of women's and 
men's selfwinders. 
Available in limited 
quantity to ETERNA 
jewelers on request. 





U Cnty 


Consistent Sales Policy 


From its earliest beginnings more than a century ago, 
ETERNA has maintained, in co-operation with its jewelers, 
a sound, consistent sales policy, founded on integrity and 
keyed to the character and prestige of the product it 
represents — the world-famous ETERNA* MATIC. 

This policy, stressing factory-dealer co-operation in 
all areas vital to sales, is aimed directly at one fixed goal: 
sound growth, based on product superiority and select 
distribution among the world’s finest jewelers. 

Rooted in ETERNA tradition, it specifically underwrites 
the following: 1) full protected profits for all ETERNA 
jewelers; 2) top-level distribution; 3) unequivocal fac- 
tory guarantee of every ETERNA* MATIC; 4) dynamic prod- 
uct promotion, featuring national consumer advertising, 
publicity, merchandising, visual presentations and ex- 
clusive point-of-sale aids and 5) expert ETERNA* MATIC 
servicing. (A modern ETERNA repair shop, staffed with 
skilled watch technicians, is located at 677 Fifth Avenue, 


aS New York City.) 











? 
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SLCACE 


Parallels Era of Achievement 


THe BEST ENDORSEMENT of this policy has been 
ETERNAS continuous progress, growth and leader- 
ship, over the century, in the field of precision 


watchmaking. 

Today, ETERNA agencies encircle the globe... an 
Eterna World Service is operative on five continents 
.,. the name ETERNA equates with quality, precision 
watches... and the revolutionary ETERNA+ MATIC — 
the first selfwinding watch with a ballbearing- 
mounted winder — ranks among the leading Swiss 
“name watches. 

Acclaimed “the most brilliant of modern Swiss 
inventions, the ETERNA-MATIC’s selfwinding mech- 
anism can be applied to the smallest women's 
watches. It is simplicity, itself: A swinging rotor, 
mounted on a precise, miniature ballbearing, that 
winds the watch at the slightest motion of the 
wrist. 

ETERNA has created, under the generic trade 


name: ETERNA+MATIC, the world’s most complete 


line of selfwinding watches, including chronome- 
ters, calendar timepieces, pocketwatches and a wide 
variety of standard automatics. All have 17 jewels 
and are anti-magnetic, shock-resistant and equipped 
with the unbreakable ETERNIFLEX mainspring. 






The latest ETERNA+ MATIC centenary models are: 
the Centenaire for men; the Golden Heart for wo- 
men. These superlative watches represent the ulti- 
mate in selfwinding perfection and are, respectively, 
the world’s thinnest and the world’s smallest auto- 
matics with ballbearing winders. 

Styled for the most exacting clientele, they com- 
bine elegance with peak precision and possess full 
“precision potential” for chronometer rating “with 
especially good results.” 

The ultra-thin Centenaire has a movement of 
radically new design, with extra-large spring barrel 
that ensures extreme accuracy. The distinctive fea- 
ture of the tiny Golden Heart is its heavy 23-K gold 
rotor whose weight compensates for its reduced 
size, thereby enabling it to produce powerful wind- 
ing energy for the mainspring. 

The ETERNA * MATIC Golfer — a selfwinding pocket- 
watch for men and women — offers equally exclusive 
features characteristic of ETERNA products. 

It has been said: The great thing in this world is 
not so much where we stand as in what direction 
we are moving. ErerNa invites its dealers — the 
finest jewelers in the world —to join its forward 
march on the road of progress. 


ETERNA WATCH COMPANY OF AMERICA, ING. 
677 Fifth Avenue - New York 22..N. 2 


* 
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‘LUXURY LEATHER LOOK 
-hottest seller in radio! 


t 
i 
re 


a 
w wiv th tk kn ee ee es 
i 


‘ 
&, 
a 
I 
“$s 
zt 
S £ 
Be 
at 
a 
ad 
4 
5 
4 
a 
b it 
; 
: 
; 


otal he 


gs Ne ed ‘ba é . 


GENUINE TOP GRAIN 
COwnioe 
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3-WAY PORTABLE RADIOS 
featuring “ SILVER SADDLE" in the 
rich look of silver and genuine saddle leather 


Philco created the leather look! Now Philco does it 
again — bigger, and better and hotter than ever — 
with new “Saddle-Mates” for ’57, the most exciting 
styling yet for Philco’s “Luxury Leather Look”! 
Seven thrilling new models! Starting at a low 
$29.95, moving up through two models styled ex- 
pressly for women, and climaxed by “Silver Saddle,” 
a sensational new model in genuine saddle leather 
and the rich look of silver, at $47.50. 
“Saddle-Mates” are ready for instant shipment. 


pe $86 wise. 


‘SILVER SADDLE”’—The rich sheen of genv- Call your distributor and get full details on how you 


ine saddle leather, with dials and fittings that ‘ : : ’ 
gleam like silver. To sell for only . . $47.50 can start cashing in right now: 


MODEL 676SA 


7? FRESH NEW COLORFUL MODELS! 


“EXECUTIVE"’—Charcoal grey, “ALL AMERICAN” —\Lcok of 
unbreakable leather-like case. Af pigskin leather, snap-open case, 
alow,low ... . $29.98 AC-DC and batteries. Yet only 

MODEL 671GY $36.95 


MODEL 673P 


PHILCO is running full-color “Saddie-Mates” advertisements in The Sat- 


urday Evening Post—May 4; Holiday—june; and big space ads in Sports 
lilustrated—May 13; Esquire—June; and Outboard and Motor Boating—July! 


“GOLDEN SPORTSTER’’— “LADY FAIR’’—Two-tone styl- 
Genuine top-grain cowhide, pol- ing in cordovan and ivory, or 
ished brass fittings. Priced low at novy and white. . . $34.95 

$39.95 MODEL 673 


MODEL 675TN 


LOOK AHEAD... Gal you choose 


PHILCO. 
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*“Best 
Dollar Value”... 


says Max M. Lasker 
Lasker Jewelers, Eau Claire, Wisc. 


“The most important sale in the Jewelry 


Store naturally is the diamond.” 


“For the last 20 years we have featured 
Orange Blossom engagement and wedding 
rings because we feel they are the best 
dollar value and one of the finest 

and smartest looking mounting lines 


on the market today.”’ 


Your Foundation for Growth 


America’s finest jewelers 
agree... for plump 
quality, for business 
building through customer 
satisfaction, for prestige 
and profit . . . demand the 
finest—Orange Blossom. 
Can you afford to accept 
less? 


Orange Blossom 


TRAUB MANUFACTURING COMPANY 
1940 McGRAW AVE, . DETROIT 8, MICHIGAN 
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Beeause... 


... this “shopper” has seen the same watches the salesman has been 
showing her for less money. If you handle Marc Nicolet you'll never 
be in this position because Marc Nicolet does not sell to any outlets 
that compete with you. You are the only franchised Marc Nicolet 
dealer in your area. Guarantee your full mark-up... sell 


Marc Nicolet watches. 


You can’t lose watch customers when you sell | 


Mare Nicolet 


MANUFACTURERS OF FINE WATCHES SINCE 1886 


WINTON WATCH COMPANY - 64 WEST 48th STREET NEW YORK 36, N. Y. 





‘Tuned 
to the taste 
of the quality 


customer’... 
says George R. Finley, Jr. 


Finley’s Registered Jewelers 
Compton, California 


“For some 32 years, we have stressed the name 
Finley’s in association with name brand 

merchandise, but with emphasis on our name rather 
than the manufacturer. However, in regard to 
diamond rings, it was not until we started buying 
Orange Blossom 20 years ago, that we realized the 
advantages of having fine quality as well 

as name brands.” 

“Through experience, we like many other jewelers, 
found that demand is created for many lines, but none 
offered a more consistent fine quality and style 
attuned to the taste of the quality customer than 
Orange Blossom.” 

“To us, the diamond ring sale is a lasting 

tribute to the store that features such a fine line 

as Orange Blossom.” 


Your Foundation for Growth 


America’s finest jewelers 
agree ... for plump 
quality, for business 
building through customer 
satisfaction, for prestige 
and profit . . . demand the 
finest—Orange Blossom. 


Can you afford to accept 





less? 


Orange Blossom 


TRAUB MANUFACTURING COMPANY 
1940 McGRAW AVE. ° DETROIT 8, MICHIGAN 
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A Opens a new market for you — modern mothers! A Every dad will want a Zippo on Father’s Day! 


POWERFUL ADVERTISING AND 
SLIM-LIGHTER 





Here’s how Zippo backs YOUR 
sales with big, full-page ads 


in Life... The Saturday Evening 
Post... The New Yorker 


New Ribbon-design Slim-Lighter — brilliant chrome. 





Retails $6. Many other designs for men and women. 
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4 New selling tool! Profit by Zippo sales momentum! Price to 
retailers: $14.40. Returns $24. Features 4 Slim-Lighters. Ask 
your Zippo wholesaler for the new Slim-Lighter Display No. 1440. 


NEW DISPLAY MEAN GREATER 
PROFITS FOR YOU! 


A Something new! Zippos as vacation companions! 


Since the day it was first introduced, the Day ...the coming VACATION SEASON. 


beautiful all-new Zippo Slim-Lighter has 
been a terrific sales success! Everywhere! 

Now we're putting a tremendous new 
advertising program to work for you... 
telling what wonderful gifts the graceful 


.and all Zippos... 
. . FATHER’S 


new Slim-Lighters . . 
make for Mornwer’s Day. 


And every ad makes special mention of 
jewelry stores as the place to buy gift Zippos 
... beautiful Slim-Lighters! Stock up now 
with the slender, lightweight lighter that 
every man and woman wants! With the 
famed Zippo qualities of easy action and 
sure lights, plus famous Zippo guarantee! 


WITH THE FAMOUS ZIPPO GUARANTEE 


Zippo Manufacturing Company, Bradford, Pa. 
in Canada: Zippo Manufacturing Co., Canada Ltd., Niagara Falls, Ont. 


ZIPPO 
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Mr. Jeweler 


®Give YOURSELF 


* Your EMPLOYEES 
*Your JEWELER FRIENDS 


A COPY OF [> 

















Here is a GIFT any RECIPIENT will 


Appreciate, Use and Treasure for Years to Come 


It contains an invaluable wealth of information essential to 
Jewelers, Watchmakers, Gemologists, and all others seeking 
information pertinent to the Jewelry and allied industries. 
265 pages jammed with authoritative, factual information. 
More than 4500 word-and-term definitions, many of them 
clearly illustrated. Complete comparative table of Interna- 
tional ring sizes. Eight full-page plates illustrating over 125 
varieties of stone cuts. Facts on Sterling and Plated Silver- 
ware. A table listing American Watch sizes and enlarged 
views of Watch parts PLUS a trilingual vocabulary of horo- 
logical terms. An explanation of Gemstone charatceristics, 
tables of weights and measures, Wedding Anniversaries and 
















Jewelers’ ns 
. tlers Dictionary 










THE JEWELERS’ 
DICTIONARY 


20 


Post Paid 





$ 


Hard Cover Bound in Rich 
Blue Cloth with Gold 
Stamping 





"=—————oroer Toba 


THE JEWELERS’ CIRCULAR-KEYSTONE 
Chestnut and 56th Sts. 
Philadelphia 39, Pa. 


Please send me a copy of the revised JEWELERS’ 
DICTIONARY. Enclosed find $6.50 


is enclosed 


is enclosed 
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AUTHORS 
Dr. Frederick H. Pough 


Former Curator of Gems and Minerals of 
the American Museum of Natural History 


John J. Bowman 


Director of 
Bowman Technical School 


C. M. Hoke 


Consulting Chemist 
Jewelers’ Technical Advice Co. 


Joseph D. Little 


Authority on antique silver, both sterling and 
Sheffield as well as modern plate and sterling. 


A Limited Quantity 
Available 


Check or money order must accompany all orders. 


DO NOT SEND CASH 
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Does Your Watch Stock Look Like This Picture? 







It’s 
time 


to 
SELL. « « « exctusive stvies 
























e BETTER QUALITY 
Dow LET look-alike watches rob you of those ex- 
tra sales and profits! ® SMARTER PACKAGING 
Zodiac offers you (and your customers) unusually e HIGHER MARK-UP 


styled watches — handsome, sleek self-winders, auto- 
matic calendars, ‘‘hack’’ watches, chronographs, 
chronometres...over 200 fabulous, best-selling styles 
for men and women from $49.50 retail. 


Write for the big 1957 Zodiac 75th Anniversary catalog. 
See for yourself what Zodiac can do saleswise for you! 





Pe ee 


=~ ¢ Please send your big 75th Anniversary catalog, whole- 
P & sale price list and full sales information. q 
£ ZODIAC WATCH AGENCY © 15 WEST 44th STREET + NEW YORK 36, N.Y. 3 

g FIRM NAME 
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It’s the biggest, most exciting Artcarved spring 
promotion ever planned. It will reach an even 
larger market of ring-buying customers for 
you. There will be more ads, more compelling 
than ever . . . in double spreads and pages in 
blazing color—in full pages and half pages in 
dramatic black and white. There will be deep 





COPR. 1957, J. R. WOOD & SONS, INC. *TRADE MARK 
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Artcarved’s PVP will be spotlighted in more color ads... 


ANOTHER SELLING “’PLUS’’! For the second 
consecutive year, J. R. Wood & Sons has been 
honored with the ‘“‘Diamonds USA’’ Award for 


excellence of design. 


WW, Tie in with Artcarved’s 


designed to sell your 


rtcarve 








penetration on television and radio, too. And 
this nationwide promotion will be selling the 
proven appeal of Artcarved’s unique Perma- 
nent Value Plan*—the plan that gives your 
customers a convincing guarantee of the value 
of every Artcarved diamond ring. Be sure you 
put this outstanding campaign to work for you! 





in more black and white ads than ever before 
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spring advertising 


customers faster with the 


Permanent Value Plan 


. \ 
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Artcarved’s PVP will be featured in 
America’s best-read magazines 





These are the magazines that will reach your 


BRIDE, MODERN BRIDE. 





Artcarved’s PVP will be featured on 





America’s No. 1 daytime TV program 
‘“‘QUEEN FOR A DAY” 


Every Tuesday, over 8,000,000 TV viewers will see 
Artcarved diamond rings via 142 NBC-T'V stations 
throughout the nation. And they’Il learn about 
Artcarved on 560 Mutual radio stations next day. 
It spells extra sales for Artcarved and you all 
spring long. 




















USE THESE NEW MERCHANDISING AIDS TO PROMOTE ARTCARVED’S PVP IN YOUR STORE 


@ NEW DISPLAYS. Putthem in your @ TIE-IN LITERATURE. Beautiful © NEW RADIO DISCS. Dramatic © FULL-COLOR PLAYLETS. Use them 





windows, on your counters and full-color folders, gift books and commercials tell the PVP story in your local indoor and drive-in 
showcases. They will tell custom- “The Silent Secretary for Bride in one-minute and twenty-second theaters. These interesting films 
ers at a glance all the unique ad- and Groom” will fully explain the spots. And they allow you time for are also available for TV in black 
vantages of Artcarved’s PVP. Artcarved PVP story. your local tie-in. and white. 


Ask your Artcarved representative or write our home office for full details. 


J.R. WOOD & SONS, INC. 


216 East 45th Street, New York, New York New York « London « Amsterdam « Antwerp 
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bride-age customers in their own living rooms... 
tell the unique PVP story to more than 150 million 
people: LIFE, LOOK, SEVENTEEN, MADEMOISELLE, 
GLAMOUR, BRIDE’S MAGAZINE, GUIDE FOR THE 





HIGHEST HONORS For ACCURACY FROM GOVERN 


AMPIONSHIP SPORTS THE WORLD 


campaign. This is the largest, most consistemi 
campaign ever placed behind a watch of finest quz 
The Longines- Wittnauer list includes all the import 
magazines, covers all the major interests, walla 
about 100% of all your own best 


| qd pros- 
pects. Included are—READER § DIGES 


SATURDAY 


EVENING. 


S BAZAAR, SPORTS ILLUSTRATED, NEW YORK 


gi Wittmauer watch buyers in your own commu- 
nity. It's a pot of gold—just waiting for you to dip into 
it. More and more successful jewelers across the country 
tell us... Longines-Wittnauer is our top watch line.” 









































ad ONCE IN A WHILE 

an incident occurs 
that brings back to our 
minds the true signifi- 
cance of the stuff we deal 
with daily. 

That jewelry isn’t merely merchan- 
dise to buy and sell and make a profit 
on, but rather the outward and visible 
sign of the deepest and most cherished 
human instincts was capitally illus- 
trated late in February. 

It’s the story of a giant scarab brace- 
let, so huge it can be worn only as a 
belt. It was made by Admark, manu- 
facturers of fine scarab jewelry in 
Philadelphia. It wasn’t intended to be 
sold but rather to be used as a travel- 
ing-display piece. For two years it was 
on the road. At last it hit the S. Kind 
& Sons store in Bala-Cywyd, Pa.—and 
they sold it. For one thousand dollars! 

It is, to the best of our knowledge, 
the largest single item of scarab jew- 
elry ever sold—both in size and value. 

Now the belt hangs on the wall of 
a room in the Abington Hospital. In 
the bed lies a pretty red-haired girl 
who smiles up at its multi-colored 
shards. Her back is broken and two 
inches of her spine have been removed. 

She is Peace Whitman, 19, a sopho- 
more at Mt. Holyoke College. You 
may have read about her in the papers. 
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SPEAKING OF THE JEWELRY TRADE 


It was a bobsled accident she suffered 
on the white New Hampshire hills. 


A National Guard plane flew her 
back to Pennsylvania through fog and 
sleet and snow. When the ambulance 
crew carried her out on a litter, she 
called gaily, “I’m fine!” But her 
family knew better. 


Here was their nineteen-year-old 
darling, full of life and fun and 
friends, and now—her back broken! 
What could they do for her—what 
could they do? 


Her aunt and uncle, among others, 
asked themselves the question. They 
must give her something to show her 
how they felt, how much they loved 
her. They must try to compensate in 
some small way for what she was 
going through. But what could they 
give her? Any ordinary gift would be 
a mockery. 


One day, finding themselves in the 
Bala-Cynwyd shopping center, they 
passed the window of the Kind store. 
There was the belt, the superb belt. 
There never had been anything like it. 
Was not that just the thing, with its 
rarity, beauty and bright colors, to 
bring hope and happiness to the girl 
who had shown so much courage and 
must yet show so much more? 


They bought it for her, and the 


giant scarab is indeed doing just what 
they wanted it to do. Peace loves it 
. and the doctors say she'll be walk- 
ing again in a matter of months 
Albert Adler, of Admark, like every- 
one else is delighted at all that has hap- 
pened. We understand he has himself 
given Peace a little bracelet just like 
the big one, and she wears that now. 
No, jewelry is not merely merchan- 
dise . . . but hope and joy and love. 


KING, LIVE FOREVER! The recent 

visit of King Saud of oil-rich 
Saudi Arabia was a hearty success as 
far as a number of Washington, D. C.. 
jewelers are concerned. 


One of them said he sold more gold 
watches in the 10 days of the Saud 
visit than in the previous year. The 
king had the habit of passing out the 
watches as tips and gifts to almost 
everyone along his path. The exact 
number he gave is not known, but 
estimates run to several hundred. 


One merchant reported that a mem- 
ber of the royal party bought his en- 
tire stock of 40 gold-plated music 
boxes and promised to buy 100 more 
if they could be gotten from New 
York in time. 

The king didn’t do so badly for 


himself either, as we seem to recall. 
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Isn’t it supposed to be $250 million 
in military and economic aid that 
President Eisenhower gave him? 


[ )ouBte-crossinc the Ruby-con: A 
well-dressed, well-spoken gentle- 
man orders a diamond mounting for 
a ruby he draws out of his pocket. 
On the strength of the very substantial 
order, the jeweler allows him to take 
several diamond rings to show his 
wife. The gentleman does not return. 
Believe it or not, this trick was 
pulled several times on the West Coast 
within the past month. 

David Widess, of I. Widess & Sons, 
Los Angeles diamond importers, as- 
sisted in the capture of the crook. 
Three different jewelers brought him 
rubies for identification, and he did 
identify them—as synthetics. 

Let the jeweler beware of this old, 
old game. 


I’ YOU CRAVE buried treasure... 
and don’t mind Africa . . . and are 
not daunted by the failure of those 
who have gone before you—maybe 
you'll find the treasure. And then 
again maybe you won't. 

The story goes, in 1892 a certain 
Rhodesian chief named Lobengula 
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resented, not unnaturally, the en- 
croachments of the diamond king, 
Cecil John Rhodes, and other white 
intruders. They would not, he de- 
cided, get his treasure. 

He had it buried—all $6 million of 
it—and, in true story-book fashion, 
cut off the heads of those who buried 
it. There remained, however, the in- 
evitable one or two who knew—or 
thought they knew—the spot. 

Somehow they couldn’t find it again. 
At any rate, they never found the trea- 
sure. No one has ever found it. May- 
be it’s stiil buried in the vastness of the 
veldt. 


HERE PUNCTUALITY is_ incrimi- 
nality: The following story was 
printed in Pageant: 

Three new cellmates in an East Ger- 
man Red prison were explaining the 
reasons for their incarceration. 

“I was accused of absenteeism,” 
said the first. 

“T came to work five minutes early 
one day,” said the second, “and I was 
accused of spying.” 

“TI came to work on time.” said the 
third, “and they accused me of buy- 
ing a Western watch.” 























"Yes, we have tie clasps with little horses on them . 
you mind stepping over to the two-dollar window, please?" 





. . would 











O PURR-CENTAGE: 


Fred Herold, 
banker of Jerseyville, Ill., fed a 
can of cat food to his pet cat. 

Several small round objects the cat 
nosed aside and would not eat. On 
examination Fred found them to be 
pearls. They had come from oysters 
which were among the ingredients of 
the product, and the cooking process 
had spoiled the pearls’ luster and ren- 
dered them valueless. 

Of course, the hero of the story is 
the cat, and it’s no more than we 
would have expected. With his as- 
tuteness and fastidiousness, naturally 
he would have nothing to do with any- 
thing imperfect. 

As one felinophile to another, we 
suggest you try him on a good pearl, 


Fred. 
“RB ACKWARD, turn backward, O 
Time, in your flight!” 

So sang Elizabeth Akers in 1860. 

Now at last her appeal is answered. 
Word comes of a clock that runs back- 
ward—for people, so we are told, who 
prefer to live in the past. 

Since it has no tongue to put in its 
cheek, we trust it at least has its hands 
before its face. 


| es 


| REALLY HAVEN'T a thing to wear! 

Take courage, men! The next 
time you hear these words, you have 
an answer—a real doozie. 

Or rather, a real Mamie—bless her 
heart! 

For the second inaugural ball Mrs. 
Eisenhower bought a gown. It was 
citron-colored lace over net and match- 
ing taffeta. It had off-shoulder sleeves 
and deep decollette and it was all over 
topazes and pearls. The ladies all 
thought Mamie looked lovely in it. 

But when they saw her at a formal 
reception some weeks later, they 
gasped. She was wearing the same 
gown! 

Again, at another reception—oh no, 
this was too much! 

We hear that the First Lady intends 
to wear it yet again—the same old 
yellow rag! 

Now just let your wife try singing 
the old refrain—just let her try! 

P. S. She will—and she'll win. 
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To the Retail Jeweler 
Looking for a New Wholesale Supplier 


Every day, we hear of other wholesale jewelers closing up offices, 
going out of business, and curtailing operations in one way or another. 
Perhaps, this is due to the tight money policy of the Government; perhaps, 
these wholesalers have been handling too many unprofitable lines ; perhaps, 
their volume of business isn’t what it should be to cover their overhead 
expense. In any event, you may be looking for a good, substantial whole- 
saler to supply your wants, and we will welcome the opportunity to serve 
you. 


W: are an old, well-established concern serving more retail jewelers 
than any wholesaler in America. We have over $1,000,000.00 worth of 
inventory in our home office in Chicago, and our branch offices, located in 
Detroit, Denver, Nashville and Cincinnati. We publish the outstanding 
wholesale jewelry catalog in the trade, to order from between our sales- 
men’s calls. 90% of all orders are shipped the same day that they are 
received. 


W: sell retail jewelry stores only, and thousands of jewelers look to us 
when they need merchandise. In addition to all the well-known brands of 
jewelry, silverware, appliances, and clocks, we own and advertise Grand- 
mother’s Bracelets and charms, Treasureland Diamond Rings, Sea Island 
Cultured Pearls, Heyworth Watches, and Treasureland Watches and Clocks. 
All of these quality trademarks belong to us. 


Your orders, large or small, will be appreciated, and we look forward 
to adding quite a number of retail jewelers to our list of customers during 
the next few months. 


4.6. Beckon be. 


P. O. BOX I 
CHICAGO 90, ILLINOIS 


P.S. Shall we have our salesman call on you? In the meantime, use our 
catalog to order your needs. 


Branch offices with inventories: 


Cincinnati ” Denver . Detroit ° Nashville 
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This is you: 





We all want to be individuals. None of us wishes to be regarded as “average.” Yet 


in order to appraise our own personalities we must compare them with the characteristics 


of other people. In so doing we are better able to develop still further our own good qualities 


and correct our weaknesses. 


So it is in judging the calibre of our own business. The judgment must be based on a 


comparison with the characteristics of other and similar businesses. 


Such self-appraisal is a constant and continuing process with every sincere merchant. 


That is why he has an insatiable curiosity as to what “the other fellow” is doing; he is 


always hungry for facts about his industry. 


Now because the Federal Government collected only partial information in the jewelry 


trade in its Census of 1954, the findings were in most respects too broad, too general, to 


be applied by the individual retailer. 


In order to bring the Government report to life, THE JEWELERS’ CIRCULAR-KEYSTONE 


has obtained and analyzed a wealth of supplementary material. 


This is presented here and in two following installments. You can make use of these 


as patterns of comparison for your business. 


Nobody wants his business to be “average,” or to have a personality like that of any 


other business—but we all do want to improve our business. It is our hope that these 


industry pictures may show you the way to do just that. 


® JEWELERS’ SALES OF DIAMONDS and precious 
stone jewelry are up 41 per cent in dollar volume 
from 1948. 

° Jewelry selling for less than $25—mostly cos- 
tume Jewelry—-has soared even more sharply: 48 
per cent. 

* Non-jewelry lines are zooming, as merchants 
feature merchandise that was seldom or never 
seen in jewelry stores a generation ago. Elec- 
trical appliances now account for almost 7 per 
cent of sales. 

* China and glass tableware is of growing impor- 
tance, reflecting women’s interest in the finest 
accessories for the dining room. However, the 
volume of sterling and silverplated flatware busi- 
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ness in 1956 suffers in comparison with 1948, due 
perhaps to the abnormally large quantity of such 
flatware sold during the postwar year. 

© The retail jewelry industry topped the $1.5 
billion mark, for the first time, in 1956. 


We'll tell you more about the findings of our 
survey in a moment, but first a word about the 
survey itself and how we conducted it. We sent 
a questionnaire in December 1956 and January 
1957 to 20,000 jewelers, asking: “What lines do 
you carry?” and “What percentage is each of your 
total sales?” 

More than 2200 jewelers—better than 10 per 
cent—filled in their information and returned the 

PLEASE TURN TO PAGE 68 
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WHY JC-K PERFORMED THIS 


The wheels of Government move slowly, to 
such an extent that when the 1948 Business 
Census was taken there were no figures avail- 
able for report until 1951. So 1951 marks the 
year that the jewelry industry was last able 
to get a full-length view of itself. 

Now, in bits and pieces, the Government 
is revealing results of the 1954 Business Cen- 
sus. This Census tells the number of stores 
and their total saies volume—but it does not 
break those sales down into merchandise cate- 
gories. (Congress didn’t appropriate enough 
money for a complete study.) 

* * - 

Because the Government skipped the infor- 
mation which jewelers needed most, JC-K 
undertook to supply the missing facts. We 
mailed a questionnaire to 20,000 retail jewel- 
ers, asking: “What lines do you carry?” and 
“What percentage is each line of your total 
sales?”” More than 2200 jewelers replied. 

om * * 
This is the first of a series of articles based 


INDUSTRY SERVICE 


on what the jewelers told us. This is the 
story of “what the other fellows are doing,” 
and you'll be looking, so to speak, into the 
sales ledgers of 2200 other jewelers. 

You’ll want to compare your own sales per- 
centages with theirs. And after you match 
your own sales pattern against current na- 
tional trends, you may decide it’s time to make 
some fundamental changes in the way you 
operate your own business. 

* 

Perhaps, after reflection, you’ll want to de- 
vote more advertising, window display and 
counter space to some of the popular, new 
non-jewelry lines. Or maybe you’ll decide to 
concentrate more than ever on fine jewelry, 
silverware or some other specialty in which 
you excel, leaving “diversification” pretty 
much to the other fellow. 

What you should do in your store will de- 
pend upon how you analyze your prestige, your 
abilities, your competition and your future, 
in the light of recent changes in the business. 





What are other jewelers selling today? What are the trends by line and size of store? This is 
one of the cards that helped answer these and many other questions you’ve been asking. 


Ww 











This IBM card tells the story of one jewel- 
er’s business in 1956. Each hole represents a 
separate fact or figure. IBM specialists 
punched cards like this, each containing 43 
facts or figures, from a total of 2200 stores. 
Then they shot the cards, time after time, 


through sorting machines—and came up with 
a batch of figures. JC-K has translated those 
figures into a portrait of the retail jewelry 
industry. The first section of this picture is 
presented on these 12 pages. Other sections 
will be presented in May and June. 
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$1,750,000,000 


1,500,000,000 


1,250,000,000 


1,000,000,000 


750,000,000 


500,000,000 


250,000,000 


questionnaire forms. This gives us a splendid 
sample—much bigger, proportionately, than pro- 
fessional survey companies normally use for TV 
ratings and election forecasts. In fact, statisti- 
clans say, a random sample taken among only 300 
or 400 people can give a remarkably accurate pic- 
ture of what several million think or do. 

So we are certain that those 2200 jewelers are 
a good cross section of the industry, and that what 


they told us provides a valid picture, by lines and 
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by total volume, of what jewelers are selling 


everywhere in the United States today. 


Changes in the very nature of the business 


popped out as soon as the first figures in the sur- 


vey were tabulated. 
The biggest change is in the sheer variety of 


, 


merchandise—no longer just “Jewelry” items. 
Small electrical appliances—things like shavers, 


toasters, coffee makers, radios and small television 
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m1948 1949 1950 1952 


$1,750,000,000 


1,500,000,000 


1,250,000,000 


1,000,000,000 


750,000,000 


900,000,000 


250,000,000 


1953 1954 1955 1956 


tripled in 16 years 


sets and electric frying pans—are now a sizzling 
6.8 per cent of the average jeweler’s total sales. 

Giftwares—figurines, ash trays, pens, pencils, 
binoculars, lighters and other gift and personal 


items—form another 5.9 per cent. 


China and glass tableware is a bigger seller 
than ever, as jewelers display it attractively in 
association with silverware, thus offering every- 
thing the modern hostess needs for her dining 


table. China and glass represent 3.6 ver cent of 
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the average jeweler’s sales for the year 1956. 
Personal leather goods, wallets, purses, toilet 


kits and handbags, are another 2.8 per cent of the 


jeweler’s business for the same twelve-months. 


Altogether, back in 1948, these four classes of 
merchandise added up to only one-eighth of the 
retail jewelry business. But now these non-jewelry 
lines represent nearly one-fifth of the whole busi- 
ness. Here’s proof that diversification, long a 


topic for hopeful oratory at jewelers’ conventions, 
PLEASE TURN PAGE 
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has become fact — and with astonishing speed 
and with still-increasing acceleration. 


In spite of competition from these fast-climbing 
other lines, diamonds and precious jewelry are 
now a bigger part of the jeweler’s total volume 
than they were in 1948: 24.6 per cent of the sales 
dollar today, against 21.7 per cent nine years ago. 
This is heart-warming news because no merchant 
can truthfully say “I am a jeweler” unless he 
sells diamonds. 

Two other kinds of merchandise are more im- 
portant today, figured in per cent of total sales, 
than they were a few years ago. Jewelry under 
$25—including all costume jJewelry—was 8.1 per 
cent of the sales dollar in 1948; now it’s 9.6 per 


cent. And stainless steel flatware, which was 
almost unknown in 1948, now represents 1.2 per 
cent of jewelers’ sales. 

Naturally, with these lines accounting for 
bigger parts of total sales, other kinds of tradi- 
tional merchandise must represent a smaller 
share of the average jeweler’s business than they 
used to. 

Sterling silver flatware and hollowware slipped 
the most, from 11.1 per cent of jewelers’ sales in 
1948 to 6.1 per cent in 1956, and plated silver- 
ware dropped from 7.7 per cent in 1948 to 4.4 per 
cent in 1956. Reasons why this happened will be 
given later in this article. 

Watches and clocks, medium priced jewelry and 
the repair department are slightly smaller parts 
of the jeweler’s total business than they used to 
be—very slightly in each case. 

Here’s a recap of how the typical jewelry store’s 
sales were divided in 1948 and in 1956: 


-.»z,the jeweler’s doliar— 


4 DIAMONDS AND PRECIOUS STONE JEWELRY, 24.6% 


FINE JEWELRY (OVER $25, EXCEPT PRECIOUS STONES), 5.1% (IN 1948 


JEWELRY UNDER $25, 


q STERLING SILVER FLATWARE AND HOLLOWWARE, 6.1% (IN 


q PLATED SILVER FLATWARE AND HOLLOWWARE, 4.4% (IN 1948 IT WAS BE ay A 
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Kind of Merchandise 1948 1956 
Diamonds and precious stone 

jewelry 
Fine jewelry (over $25, other than 

diamonds and precious stones) 6.6 


Jewelry under $25, including all 


costume jewelry 
Watches and clocks 


Sterling silver, flatware and 


hollowware 


Plated silver, flatware and 


hollowware 
Stainless steel flatware 
China and glass tableware ... 
Electrical appliances 
Personal leather goods 
Giftwares 


Watch and jewelry repairs ...... 12.8 





Though watches and clocks and the repair de- 
partment are down a little bit in percentage of 
sales, they have gained in dollar volume since 
1948. They’re a slightly smaller slice of the 1956 
pie. But the pie is bigger. So there’s actually 
more to eat in most of the slices. 


Now that the survey had revealed the propor- 
tions of jewelers’ sales in 1956 for the 12 kinds 
of merchandise, we needed one more figure: total 
jewelry store sales for the same year. Then, by 
dividing total sales into the proportions which the 
survey had shown, we could estimate jewelry 
store sales for 1956 in dollar volume for each line. 

Our estimate of total sales is $1,562,822,000— 
the highest dollar volume in jewelry history. 
That’s 11 per cent higher than the Government 
reported for the year 1954, the last year for 
which there is a Retail Census figure, and there’s 


every reason to believe that the two-year increase 
PLEASE TURN PAGE 


where it comes from... 


(IN 1948 IT WAS 21.7%) 


IT WAS 6.6%) 


INCLUDING ALL COSTUME JEWELRY, 9.6% (IN 1948 IT WAS 8.1%) 


q WATCHES AND CLOCKS, 18.2% (IN 1948 IT WAS 19.5%) 





1948 1 WAS UIE 7o) e Every penny shown here equals 1 per 
cent of total jewelry store sales in 1956. 
For example: diamonds were 24.6 per 
cent of all jewelry store business. (The 
percentages of the other jewelry store 
lines to the total volume are shown on 


the following pages.) 
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was just about 11 per cent. Kay Jewelry Stores, 
Inc., reported an 11 per cent gain for its 82-store 
chain during the same period. William Wagner, 
executive secretary of the National Jewelers As- 
sociation, volunteered the same figure as his 
shrewd guess for 1956 over 1954. And jewelry 
excise tax collections for the third quarter of 1956 
topped the same period of 1954 by 11 per cent. 





What was the doilar value of each slice in the 
jewelry industry’s billion-and-a-half dollar pie 
last year? Here they are, with the bigger slices 
estimated first: 





Diamonds and precious stone jewelry — $375,- 
039,000, a startling increase of 41.1 per cent over 
1948. Revenue from this category alone was 
larger than the whole retail jewelry business be- 
fore World War II. 

Watches and clocks — $277,682,000, an increase 
of 16.3 per cent from 1948. 

Watch and jewelry repairs — $178,812,000, up 
14 per cent from 1948. 
~ Jewelry under $25 including all costume 
jewelry — $146,963,000, nearly 50 per cent above 
the 1948 figure. Some of the haughtiest carriage- 
trade stores are pouring these low-price fashion 
pieces into their windows and across their counter 


q STAINLESS STEEL FLATWARE, 1.2% (THERE ARE NO AVAILABLE FIGURES FOR 1948) 





q CHINA AND GLASS TABLEWARE, 3.6% (THERE ARE NO AVAILABLE FIGURES 





q ELECTRICAL APPLIANCES, 6.8% (THERE ARE NO 





< PERSONAL LEATHER GOODS, 2.8% (THERE ARE NO AVAILABLE FIGURES FOR 1948) 





q GIFTWARES, 5.9% (THERE ARE NO AVAILABLE FIGURES FOR 


JEWELRY REPAIRS, 11.7% (IN 1948 IT WAS 12.8%) 





tops. And they sell briskly in one-man shops too. 
The department store hasn’t got a corner on Ccos- 
tume jewelry any more! 

Small electrical appliances — $103,842,000, up 
sharply (no comparable figure for 1948). Shavers, 
toasters, coffee makers, small television sets and 
other appliances are the biggest non-jewelry line 
in jewelry stores today. Radios alone account for 
10 per cent of the Kay stores’ sales. 

Sterling silver flatware and hollowware — $93,- 
055,000, down 31.6 per cent from 1948. (Govern- 
ment figures confirm the trend; manufacturers’ 
shipments of sterling flatware dropped 30 per 
cent between 1947 and 1954; their shipments of 
sterling hollowware dropped 23 per cent.) Casual 
living, maidless homes, the low rate of new 
home formation as “depression babies’—few in 
number—reach marriage age, and the advent of 
stainless steel flatware help explain the tempo- 
rary setback in sterling. The number of mar- 
rlages is expected to increase soon as post-depres- 
sion babies reach their 20th birthday. 

Giftwares — $89,881,000, up from 1948, though 
there are no comparable figures for that year. 
This is the second most important non-jewelry 
line. JC-K’s Madeline Love keeps you informed 
on what’s new every month in this field. 


FOR 1948) 


AVAILABLE FIGURES FOR 1948) 
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Fine jewelry, over $25, except diamonds and pre- 
cious stones—$77,448,000, down 4.2 per cent from 
1948. One of the smartest jewelers in the business 
says there’s great opportunity in this category: 
no competition from department stores, door-to- 
door salesmen, or from discount houses. With the 
line left entirely in the jeweler’s hands, if the 
whole trade takes advantage of its monopoly, next 
year’s trend in medium-priced jewelry will be up. 

Plated silver flatware and hollowware — $66,- 


787,000, down 29.2 per cent from 1948. (Govern- 
ment figures show a drop of 21 per cent in the 
value of manufacturers’ shipments of plated flat- 
ware between 1947 and 1954, but an increase of 
5 per cent in shipments of plated hollowware.) 

China and glass tableware — $54,766,000, up 
from 1948, though there are no comparable fig- 
ures for that year. “Table-top Fashions,” a reg- 
ular feature in JC-K, has helped build volume in 
this line. 

Personal leather goods — $41,224,000, likewise 


up, though figures are lacking for 1948. 

Stammless steel flatware — $18,333,000. This 
sturdy newcomer is cutting into the sale of ster- 
ling and plated flatware. It won’t tarnish, it has 
no plated finish to wear off, and some of it sells 
for as much as plated ware. 


On the preceding pages we saw 
the relative importance (per- 
centagewise) of each of the 
jeweler’s lines. The following 
pages show the increases and de- 
creases dollarwise for each of 
the jeweler’s lines—1956 _ vs. 
1948. For example: watches and 
clocks represent 18.2 per cent 
of today’s jewelry store sales 
(as against 19.5 per cent in ’48), 
yet the dollars taken in by jew- 
elers on watches and clocks dur- 


ing 1956 are up 16.3 per cent 
over 1948; a gain of $38,831,000. 









































© Diamonds and Precious Jewelry — Here is the 
first department you better check up on. Has 
your dollar volume in this category increased 41 
per cent since 1948? If it hasn’t, then somebody 
down the street has likely increased his diamond 
business more than 41 per cent, for that is the 
national average increase. This category accounts 
for 24.6 per cent of the average jeweler’s volume 
—and a still greater percentage of his profits! 


© Watches and Clocks — Percentagewise, since 
1948, there has been a slight drop in the relative 
importance of watches to the jeweler’s total vol- 
ume. But watches are still essential to the jeweler. 
And today they bring 16.3 per cent more dollars 
to the jewelry trade than they did in 1948! 


© Jewelry Under $25, Including Costume — Here 
is an eye-opener; a field that has increased its 
volume through jewelry stores by 48 per cent 
since 1948! Here are substantial profits and vol- 
ume and opportunity to break down “threshold 
resistance.” Years ago cheap jewelry was shoddy 
imitation. Most of today’s low-priced jewelry is 
well styled and appealing in its own right. It de- 
serves cultivation. 


© Plated Silverware, Flatware & Hollowware— 
The drop in dollar volume is scarcely news. 1948 
was a peak period when the public bought flat- 
ware it couldn’t get during the war; the marriage 
rate subsequently declined and stainless provided 
competition. The jeweler cannot just accept these 
past conditions passively; he must promote silver 
harder. He can’t lose any of the traffic-making, 
profit-potentiality in this line. 


© Sterling Silverware, Flatware & Hollowware— 
The year 1948 was a peak one for sterling sales, 
so direct dollar comparisons with 1956 are incon- 
clusive. Fact: $93 million flows through jewelry 
stores today in exchange for sterling silver flat- 
ware and hollowware. And with that money 
comes store traffic because the jeweler is a mer- 
chant of “diamonds, watches and silverware.” 
Any easing in demand for silver presents serious 
considerations. The industry cannot afford to let 
up on its display, promotion and selling. Sterling 
is essential to the very character of the jewelry 
store. 


© Fine Jewelry Over $25, Except Precious Stone 
—Though this classification shows a loss in dollar 
PLEASE TURN TO PAGE 76 





up 41.1% 
since-1948 
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Diamonds & Precious 
Jewelry 


Piated Silver 
Flatware—hollow 











down 29.2% 


since 1948 
DOLLAR VOLUME 


1948 1956 est. 
$94,315,606 $66,787,118 
















up 16.3% 
since 1948 
DOLLAR VOLUME. 
1948 1956 est. 
- $238,851,210 $27,682,037 


Watches & Clocks 


Sterling Silver 
Fiatware—hollow 


down 31.6% 


since 1948 
DOLLAR VOLUME 


1956 est. 
$93,055,010 


1948 
$135,961,458 


up 48.1% 
since 1948 
DOLLAR VOLUME 
1948 1956 est. 
$99,215,118 $146,963,282 


Jewelry under *25 
(incl. costume) 


Fine Jewelry (over *25, 
except precious stone) 


down 4.2% 


sinee 1948 
DOLLAR VOLUME 


1948 1956 est. 
$80,841,948 $77,447,913 









volume between 1948 and 1956, it remains, of 
course, a substantial part of the jeweler’s busi- 
ness ($77.5 million). Almost exclusively his— 
free from competition of any other merchant 
—this area should be surveyed as an attractive 
source for additional volume. It deserves concen- 
trated promotion. 


© China and Glass Tableware, Electrical Appli- 
ances, Personal Leather Goods, Giftwares — Any 
area of the jeweler’s operation which shows a dol- 
lar increase of 89 per cent over a period of eight 
years certainly deserves serious study as a source 
for additional profits. . 

Though a diversity of lines are grouped above, 
it is a safe assumption that every one of them has 
shown an increase in sales through the jeweler 
over the past decade. This is encouraging because 
all are logical jewelry store lines. China and glass, 
with giftwares, are as natural in a jewelry store 
as flatware and hollowware, their companions in 
use, 

Certainly, household electrical appliances are 
logical for the homey type of retail jewelry store 
as well as for the promotional-minded retailer. 
Personal leather goods have always been a good 
line for the finer stores—and the less expensive 
items in this line have always been staples with 
even the smallest small-town jeweler. In the area 
enclosing the various lines listed above lie inter- 
esting opportunities for increased sales through 
every jewelry store. 


© Stainless Steel Flatware — New to any list 
showing the breakdown of the jeweler’s sales is 
stainless steel flatware. Therefore, no comparison 
of present sales volume with that of previous 
years is available. There is no doubt, however, 
that stainless steel is today an important factor 
in the flatware field. The jeweler cannot make an 
appraisal of his flatware market without giving 
stainless full and serious consideration. Here is 
something which cannot be brushed off lightly, 
for activity in the jeweler’s flatware area has a 
direct bearing on his sales of china, glassware, 
home accessories—and, yes, even his diamonds. 
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China & Glass Tableware 
Electrical Appliances 
Personal Leather Goods 
Giftwares 


© Watch and Jewelry Repairs — The fact that 
this department of service continues to occupy its 
important position as an income-producer is a 
good sign for the trade. Certainly this is one of 
the jeweler’s greatest protections against price- 
cutting competitors. The repair department is 
also the jewelry store’s biggest producer of traf- 
fic. What is more, it brings important money and 
good profits to those stores which know how to 
merchandise and operate a service department. 
On the basis of income production, it is the third 
largest “line” in the store. From the standpoint 
of traffic creation and watch sales promotion, it 
has no peer among all the jeweler’s lines. 
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Stainless Steel Watch, Jewelry Repairs 


Fiatware 


DON'T MISS PART II OF THIS JC-K SURVEY IN MAY 


@ The material in this present (April) issue enables you to compare your business with the 
averages as they apply to ali jewelry stores in the country. The May installment will give 


you a picture of the jewelry business as it is being done today in stores the size of yours. 


@ The May issue will show among other things the relative importance of the various lines 
in stores of various sizes. Each one of the categories of lines will be appraised for its per- 
centage to the total volume of those stores doing “under $25,000” — “$25,000 to $50,000”— 
and the other volume groups up to “$1,000,000 and over.” 


@ The May issue will give you a more individualized set of figures to check against those of 
your store. These figures were obtained from jewelers doing a volume similar to yours; 
jewelers faced with the same problems and having the same opportunities as you. 

Part II in May will also reveal important recent changes in cash and credit selling; 
will show which type of store is growing faster—the big ones or the little ones. You will 
find out what jewelers with bigger and smaller sales volume are doing and benefit from the 
frank discussion on trends affecting those stores which are operating with the same dollar 


volume as yours. 
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trance faces on the plaza Mall. The rear entrance 


faces the 6000-car parking area. Both fronts are 








in blue pear! granite with stainless-steel doors and 








window frames, and both have glass doors. 





Shoppers come in both ways. Sometimes they 





use Birks as a thoroughfare, but they don’t often 





complete the walk down the 100-foot-long aisle 





without stopping. There are too many attractions 





A number of the departments are arranged like 











, 


individual “shops.’ 





giftwares and leather goods are all set up in this 





manner. In the silverware shop the fine display 
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ter, Ontario, has two entrances. The front en- cially good impulse-sales getter. 
Lighting fixtures include three cut- glass 
chandeliers which give an air of luxury and exclu- 
siveness. The floor is covered partly with rubber 
tile and partly with broadloom carpet. 
In addition to bringing traffic in at both ends 
of the store, the double exposure provides two 
extra windows for display, insures a maximum 
of daylight, and creates a “see-through” effect 
on either side to look at. that is very inviting. It also relieves congestion 
on the sales floor during peak shopping hours— 
Silverware, china and glass, customers entering on one side, transacting their 
business and moving on to the other entrance 


without having to retrace their steps. 


THE JEWELERS’ CIRCULAR-KEYSTONE 


THE FRONT OF BIRKS faces the 
Mall of the new Oshawa Shopping 
















Center, catching the flow of traffic 
from the plaza. The rear of the 
store is equally attractive and 
equally important. It faces the 
6000-car parking area. Many shop- 
pers using the store as a thorough- 
fare pause, entranced at the vari- 
ous handsome displays, and become 


impulse buyers. 
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* Birks’ new store in the Oshawa Shopping Cen- of cup-and-saucer sets has proven itself an espe- 









































VIE 


TWO 


Above — A “SHOP WITHIN A : : ms — oo 
SHOP” is this new gift depart- C. | , " 

ment in the new Birks. A wide 

variety of attractive pieces is dis- 

played on both wall shelves and 

island fixtures. Trays, bowls, ice 


buckets, steins, figurines are all 









out in the open, so that the tran- 
sient visitor can pick them up, ex- 
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amine them minutely and get the 


“feel” of them. 







he 
Right—THE SILVERWARE DE- the 
PARTMENT, enticingly arranged hod bree, 
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on counters and shelves, also in- 


, 


vites “browsing.” Shoppers, inter- 





ested in these expensive pieces, 
ean take their time examining 
them with no interference by sales- 
people. The displays have indirect 
lighting, and hidden stock areas 


are provided in the bases of the 


fixtures. 
MORE PHOTOS NEXT PAGE 























FROM PRECEDIN' 


a 

THE FINE JEWELRY DEPARTMENT is in the 
main line of traffic between the two entrances. 
Here, of course, most of the merchandise is kept 
under glass, but what shopper could resist paus- 
ing and gazing at the beautiful pieces? Cases 
and cabinets are in walnut with rosewood trim, 
and the walls are in pastel shades. 





THE LEATHER GOODS SECTION is another 
“shop within a shop.” It is primarily a service 
operation. Both wall fixtures and showcases dis- 
play a complete assortment of handbags, purses 
and travel items. Picture frames, jewel cases and 
umbrellas are also displayed here. Many of these 
are purchased for gifts. 


Vv PLEASE TURN TO PAGE 84 
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Winner of “Diamonds, U.S.A.” Award for outstanding achievement in Jewelry Design. 
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DIAMOND 
PLATINUM 


eaccleis 


by Raymond Abrahams 


A truly outstanding collection of 
superb diamond platinum 
bracelets . . . offering a wide 
range of prices to meet your 
special requirements. Bracelets 
illustrated priced from $1,500 
to $25,000 Keystone. Available on 


consignment to responsible jewelers. 


551 Fifth Avenue, New York 17, N. Y. 
Phone — MUrray Hill 7-0457-8 


For prompt attention please address all inquiries Dept. K-51 





valued symbol of your devotion 


Beyond all other gifts, a diamond best 
reflects the depth of your devotion. 


With its giving goes a continual reminder 
of your good taste. 


Of enduring value, a diamond testifies to 
the quality of your judgment. 


And a diamond is everywhere an accepted 
symbol of achievement. 


This year, let a diamond make memorable that 
special anniversary, or important birthday, a 
debut, the birth of a child, or any significant 
event. “A diamond is forever.” 


Ve carat 1 carat 2 carats 3 carats 
$205 to $500 $600 to $1210 $1300 to $3500 $2275 to $6545 


Color, cutting and clarity, as well as carat weight, contribute to a diamond's value 
A trusted jeweler is your best adviser. Prices shown cover range of quotations in 
January, 1957, by representative jewelers for theirs top-quality unmounted diamonds. 
(Federal tax extra.) Prices vary with top qualities offered. Exceptionally fine stones 
are higher 

De Beers Consolidated Mines, Ltd 














N a VV for more diamond sales 
DIAMON 
oir + 
SBOORKLET 


Use this new booklet— promote your 
diamond gifts for anniversaries, birthdays, 
other family occasions. Give it, mail it, 

to customers and prospects. 


This handsome, interesting new 24-page 
booklet, “You Can Give a Diamond,” promotes 
the idea of giving diamond gifts for 
important family occasions. It emphasizes 
the enduring emotional significance and the 
enduring value of diamond gifts, and it 


gives ideas and information on choosing them. 


Use this persuasive sales piece to promote 
your diamonds for gift sales. Have stacks on 
your counters to give away. Enclose it 

with your bills. Plan special mailings to 
new prospects— business executives, 
professional people, both men and 


women—in your city. 


Cost for the booklet is $7 per hundred. 

For your imprint, add $3.50 for first hundred 
and $1.25 for each additional hundred. 
Order from Diamond Promotion Dept., 

The Reuben H. Donnelley Corp., 

230 East Sandford Blvd., Mount Vernon, N. Y. 


Advertising promoting the Engagement Diamond 
Diamond Gift advertising (shown opposite) is promoting Tradition is also working for you in Life, Look, The 
gift sales for your diamonds in Time, Newsweek, Saturday Evening Post, Seventeen, Reader's Digest 
The New Yorker, Town and Country, National Geographic —tie in—keep diamond sales coming your way. 


De Beers Consolidated Mines, Ltd. 
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CONCLUDED (from page 80) 


THE CHINA AND GLASSWARE DEPART- 
MENT is another section having its own display 
facilities and individual lighting. As you see from 
these two pictures, silverware is combined with 


china and stemware to provide everything the 
customer needs for her table-top service. Island 
displays and pyramid shelving are used to make 
the merchandise easy for the shopper to inspect. 
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First and still THE FINEST of locking rings! 


Lily of the Valley* 
diamond ensembles 
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The double lock prevents ees nee and rubbing! 
a VS ik Advertised in 


(0 ) e , e The Saturday Evening 
“ne gentle “click” locks the : 


Wed-Lok rings in two places! The POST 
exclusive Granat patented lock is 
so foolproof, it is guaranteed for 
the life of the rings! Now in an 


extensive national consumer cam- ri A \ Al 
paign, Wed-Lok rings in the 


exquisite “love and luck” Lily of = 
the Valley design assure a ring- Maniffaduiong Onn uty 
happier bride, lasting customer 

F . é 114 GEARY STREET, 
satisfaction, prestige and profits. SAN FRANCISCO 8, CALIFORNIA 


Rings enlarged to show detail Prices quoted are retail and include Federal tax. 


COPYRIGHT 1987 BY GRANAT * TRADEMARKS REG. U.S. PAT. OFF. WED-LOK RINGS ARE PROTECTED BY U.S. PATENTS. 
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Most valued symbol of your devotion 


Beyond all other gifts, a diamond best 
reflects the depth of your devotion. 


Tye ” . o 7 7 
With its giving goes a continual reminder 
of your good taste. 


Of enduring value, a diamond testifies to 


the quality of your judgment. 


And a diamond is everywhere an accepted 
symbol of achievement. 


This year, let a diamond make memorable that 
special anniversary, or important birthday, a 
debut, the birth of a child, or any significant 
event. “A diamond is forever.” 
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Ye carat 1 carat 2 carats 3 carats 
$205 to $500 $600 to $1210 $1300 to $3500 $2275 to $6545 


Color, cutting and clarity, as well as carat weight, contribute to a diamond's value 
A trusted jeweler is your best adviser. Prices shown cover range of quotations in 
January, 1957, by representative jewelers for their top-quality unmounted diamonds. 
(Federal tax extra.) Prices vary with top qualities offered. Exceptionally fine stones 
are higher 

De Beers Consolidated Mines, Ltd 
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the Valley design assure a ring- Meanifedturing Company 
















satisfaction, prestige and profits. SAN FRANCISCO 8, CALIFORNIA 
Rings enlarged to show detail Prices quoted are retail and include Federal tax. 
COPYRIGHT 1957 BY GRANAT * TRADEMARKS REG. U.S. PAT. OFF. WED-LOK RINGS ARE PROTECTED BY U.S. PATENTS. 
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This is one of the new black 
star aquamarines from Brazil. 
Looked at from the side, it seems 
blue and transparent. But when 
you tilt it, you can see lines 
filled with opaque matter. These 


cause the star effect. 


New names and faces in the gem stones 


by Dr. Frederick H. Pough 


® MOST OF THE BASEBALL CLUBS have some new 
players this Spring. There'll be new names, 
strange faces and different numbers on the field 
—so when you see them play you’ll need a score 
card to keep track of who’s doing what. 

It’s the same way in the gem business these 
days. You need a score card to identify the new 
stones. Chances are you'll be meeting them all, 
so you'll want to know what they are and where 
they came from. 

There have been several interesting changes 
within the last year or so. There are new natural 
stones, new man-made stones, and new names for 
old ones. Here’s the score for each: 


Black Star aquamarine. Distinctly new to the 
market, and of chief importance to collectors, is 
the new black star aquamarine from Brazil. Its 
exact source is not specified by the dealers, who 
let it go with a vague, “from the Governador 
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Valadares district of Minas Geraes.” The beryls 
of which it is a part appear to be large, some- 
what gemmy, embedded crystals which are char- 
acteristic of solid (as opposed to pocket-filled) 
pegmatites, and the cuttable portions are the 
more or less unflawed nodules in such shattered 
crystals. No satisfactory study of this material 
has yet appeared in gemmological journals; the 
writer has a number of specially cut slices and 
expects to make a detailed study. But since it is 
on the market, it seems desirable to publish a 
note now for jewelers who may find themselves 
asked about it. 

The cabochon-cut star beryls resemble, more 
than any other substance, the black star sap- 
phires from Australia. They also have to be cut 
rather flat, another resemblance to the Australian 
sapphires, to bring out the star, and the arms of 
the star do not extend far down the sides of the 


stone. The center of the star is a rather broad 
PLEASE TURN TO PAGE 88 
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Diamond 
With Eeclusive Sales Features 
Increase. Your Prestige... 


lnerease Your Diamond Sales! 


Baumgold customers enjoy these plus advantages at no extra cost: 


CIRCLE OF LIGHT Diamonds with the completely polished, sparkling 
edge that makes them look larger, more brilliant 


JAGER BLUE DIAMONDS—the world’s finest, with the 
fiery Circle of Light edge 


HEART SHAPE DIAMONDS and other FANCY SHAPES 


When you buy from Baumgold, you buy directly from the world’s largest diamond 
manufacturer, thereby eliminating the profit of the diamond middleman. 
Because of our vast diamond stock, we can supply all your diamond needs,and 
give you prompt delivery regardiess of your location. Baumgold diamonds 
are available in all shapes, price ranges and sizes, to 60 carats and more. 


[J aumcou BROS., INC., 580 Fifth Avenue, New York 36, N. Y. 


New York °¢ Los Angeles °* Toronto °¢ Montreal ° Vancouver @® London ° Antwerp 
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patch of light, and the star effect can be seen 
only under ideal lighting conditions. 

A cabochon, viewed from the side, is blue and 
transparent, a typical aquamarine, except for a 
parallel series of evenly spaced fine lines. When 
the stone is slightly tilted, these lines are re- 
vealed as two-dimensional planes, filled with some 
opaque impurity. The exact nature of the lines, 
the regularity of their spacing, and the material 
which fills them and causes the asterism, will 
have to be reported at a later date, after informa- 
tion for the detailed paper is at hand. 

Several dealers have had this material, but 
recovery of first-quality stones is rather dis- 
appointing, for few of them show good stars. 
Added to the cost of the raw material, this makes 
the stones overly expensive by comparison with 
the black star sapphires from Australia. Since 
the market has not previously seen such mate- 
rial, it is probable that it is the product of a 
single mine, and that the supply will not last 
long. Consequently, the jeweler must regard it 
as a stone strictly for his collector customers. 
The price of best quality stones is far greater 
than the cost of Australian sapphires of some- 
what more merit in respect to their beauty. Best 
quality stones have sold, at the wholesale level. 
up to $15 a carat. Large sizes are extremely rare 
in good qualities, for the inclusions are distrib- 
uted so irregularly that no uniformly saturated 


88 


Has a new member of the beryl 
family been found in Brazil? 
Stones of pale peach color are 
christened “orange morganite,” 
but importers can’t be sure 
whether heat treatment or 


nature produced the tint. 


area covers more than a few square millimeters. 
A further report on this material will appear soon. 


Orange morganite. A much more important 
and attractive variety of beryl constitutes our 
second new stone. Called morganite, long the 
accepted name for the pink variety of gem beryl, 
it really is so different from older material that 
it is entitled to a new name. This stone may or 
may not be really new; but certainly it has not 
been marketed before in its present hue. The 
new morganite, from Bananol, Minas Geraes, is 
a pale peach color, a real orange that is distinctly 
different from the brown and yellow oranges of 
conventional golden beryl. On heating, it turns to 
pink morganite. 

The reason for the uncertainty about its status 
as a new stone hinges on the fact that heat treat- 
ment of morganite and aquamarine is customary 
in Brazil; consequently, few unheated stones ever 
leave that country. However, a new and deeper 
orange beryl may have been uncovered recently, 
for certainly no beryl] with quite such an attrac- 
tive orange hue was to be seen in Brazil ten years 
ago. 

Since it is so little known, the demand has been 
small and the price very moderate, no more than 
is asked for medium quality aquamarines. It does 
not occur, like aquamarine, in large and little- 


flawed fragments. The rough is more like the 
PLEASE TURN TO PAGE I16 
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FLOWER OF PRECIOUS JEWELRY 


“Here are jewels of superlative design 
“sand unexcelied craftsmanship .. . 
" > inviting the consideration of the most 
; discriminating clientele in your community. 
Sell this ever-expanding market. 
Make the House of Heyman your prime 
source for original concepts in precious 
stones... platinum ...and unique 


recreations of rare jewelry pieces. 


642 Fifth Avenue, New York 19, N. Y. 


% 


Necklaces—$1000 and up; Bracelets—$550 and up; Rings—Wedding and Guard—$75 and up; Fancy Rings—$175 and up; Brooches—$275 and up; Earrings—$250 and up. 
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A JC-K aid to selling fine JEWELRY 
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by 
JACK 
HARRITON 


The frolie of 
Spring bursts forth 
in these delicately 
designed settings— 
so many sprays of 
flowers studded 


with brilliants. 


Original creations designed exclusively for THE JEWELERS’ CIRCULAR-KEYSTONE 


The first visible evidence of the birth of any piece 
of custom-made jewelry is the sketch, which 
serves to define the wishes and needs of the pro- 
spective purchaser and the recipient. To assist in 
the development of such sketches—and business— 
JC-K presents each month, these plates, which 
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can be cut out and assembled in a folder. This col- 
lection of material should be kept handy for con- 
sultations with any special-order prospect. With 
these, the jeweler can quickly determine the kind 
of piece and the type of design which will appeal 
to the customer. 
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VEROME RICHHEINER 


Oog Fir SEM o | , — N. y. 
'H AVE. y NEW YORK ?° 


We are always interested in purchasing estates — or jewels which your customers submit to you for sale. 








Kastern Star Pims (14K YELLOW GOLD) 


Here are just a few of our fine 

| selection of top quality Eastern 

| Star pins with all stars enameled 
and hand engraved. 


Number Price Description 


*289X $ 6.50 













325 6.50 
350 10.00 Black enamel border 
335 7.00 
308 6.50 Engine turned border 
| *368 9.50 Hand engraved wreath 
| 323 8.00 
: *364 9.00 
: 370 8.50 
358 8.50 Engine turned border 
: * 387 10.00 Hand engraved wreath 
324 8.50 
815 11.00 
327 10.00 Hand engraved wreath 
*360 9.50 Engine turned border 
*373 14.50 Hand engraved wreath 
367 11.00 Raised emblem star 
: 332 8.50 
| *374 13.50 Engine turned border 
Keystone 






*Available in white gold 







THE NAME THAT MEANS 


Wreerertine BS enny & (0.| Sune Cnllematic Jewelry 


8 ROSE STREET, NEWARK 6. N. J. 








MEM™MGE R AMERICAN sociaert ¥ 
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CUPID onthe CAMPUS 


It may surprise you to know that more than 
300,000 college students in the country are mar- 
ried—most of them undergraduates and most of 
them non-vets. And more are getting married all 
the time. Whatever the reasons for the trend, 
and whether you like it personally or not, the 
implications are clear so far as the retail-jewelry 
business is concerned. In this story A. W. Whit- 
tingham, owner of Crowder’s Jewelers, Boulder, 
Colo., tells how he has cashed in. 


® EIGHT THOUSAND, FIVE HUNDRED young men and 
women! There they were. I saw them every day 
—the student body of the University of Colorado 

. more than one-third the entire population of 
Boulder ... lots of them married and more get- 
ing married every week. It was too good a market 
for a jeweler to miss—and I decided not to miss it. 

My store was already one of the largest in the 
state. But I increased my diamond inventory, 
laying in a huge stock of rings and stones in all 
styles and sizes, and priced from $39.75 up. 

I built up my already extensive advertising to 
include space in student magazines and papers, 
stressing liberal-payment terms. My best adver- 
tisement, however, was my reputation for square 
dealing. Satisfied customers told one another 
about my store, and more and more boys and girls 
came pouring in for their engagement and wed- 
ding rings. Today sales to these students account 
for more than 50 per cent of all my diamond sales. 


Embarrassment avoided 


One thing was evident from the beginning. The 
average college student has to budget his income 


2 


carefully, and sometimes he’s afraid his gir] will 
choose a ring he can’t afford. So I made it a rule 
to arrange with him ahead of time that when he 
brought her in, we’d show them only rings within 
the price range he specified. 

This procedure avoids embarrassment for both 
of them and provides an extra safeguard for me. 
Moreover, I always assure him that if she wants 
to exchange her ring, she may do so, and again 
will be shown only those numbers that fall within 
the proper bracket—and price won’t even be 
mentioned. 


How much risk? 


Are these young folk good risks? In my experi- 
ence they are better than average. But I practi- 
cally insure myself against loss right at the start. 

I screen them personally and thoroughly. I’m 
my own credit manager and I satisfy myself that 
the boys to whom I extend credit are both able 
and willing to pay. I have a long talk with them, 
size up their appearance, get their background 
and check their families. I go over the contract 
with them, explaining that I require a chattel 
mortgage. They don’t flinch, because they mean 
good faith. They’re intelligent—and they’re very 
much in love. They understand what I tell them 
and they take a realistic view of the obligation 
they’re getting themselves in for. Very, very 
rarely does one default. 

Of course, there’s some degree of risk involved, 
but so there is in any credit sale. All in all, I’ve 
had less trouble with campus accounts than with 
those of the regular trade. 

Moreover, I see no reason why any capable 
jeweler, located in a college town, shouldn’t do 


what I’ve done. 
by A. W. Whittingham 
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DIAMOND 











Brilliant new star, latelahi new opportunity, 
profitable diamond ring business. 
Starfire, highly styled, 
ely, larger diamonds . . . easier 
ower il ‘national advertising, — 
er helps and attractive customer benefits. 
‘Sure-fire for more sales, 
Starfire for your store! 














For details, write: 


A. H. POND CO., INC. SYRACUSE 2, N. Y. 











This sculptured lovebird (shown below in 
detail) hangs lightly from milady’s lapel—be- 
cause it’s made of palladium. The lovebirds 
are facing each other on palladium perches, 
below which stream their tail feathers, also 
created in palladium. The heads and throats 
are blue oriental sapphires; the eyes are 
diamonds, and the breasts are large cultured 


pearls. From Lucien Piccard Watch Corp. 


What precious metal was 


named for a goddess? 


Check your knowledge of 


PALLADIUM 


® BELIEVE IT OR NOT, but many 
people who profess to be in the 
jewelry business don’t know 
much about gold or silver. They 
can’t tell you what “karat” 
means and will swear up and 
down that sterling is “pure sil- 
ver—100 per cent.” 

If clerks can be so fuzzy about 
these two metals which jewelers 
have used since Pharoah’s day, 
is it any wonder that they are 
still fuzzier about the newer 
precious metals—especially pal- 
ladium? 

Here’s a five-minute sales 
primer for palladium. It will 
help your clerks and may add a 
little to your own store of knowl- 
edge, too. 


@).—What is palladium, any- 
way ? 

A.—It’s one of the eight pre- 
cious metals—silver, gold, plat- 
inum, palladium, rhodium, ruth- 
enium, iridium and osmium. The 
last six in this list are sister- 
metals in the platinum family. 
And this will give you some idea 
of their rarity: Only 30 tons of 
the platinum metals are mined 
each year, compared to 7000 
tons of silver and 1200 tons of 
gold. 


Q.—Why weren't the plati- 
num metals used as early as sil- 
ver and gold were? 

A.—Because they are scarcer 
and occur in places far from the 
old centers of civilization. The 


PLEASE TURN TO PAGE 96 




















Selected and Service 


Write for the Cross 
select wholesaler’s name 
in your territory, an 
the complete story on 
the entire Cross line. 


emriennreens y 12 kt. G.F. Pen ot Pencil a 
A retails at $6.60 ca. F.T. 

wee yl Sterling Silver Pen or Pencil 
, retails at $6.60 ea. F.T.1 

14 kt. G.F. Pen or Pencil 

retails at $8.75 ea. F.T.1 

Lustrous Chrome Pen or Pencil 
retails at $3.75 ea. No Ta 


RT. CROSS Company 


FIRTY TUREE WARREN STREET 
peoviodmce 7 8 tL 


LA MODE, QUALITY 
JEWELRY FOR 
OVER 75 YEARS 

IS NOW 
NATIONALLY 
ADVERTISED IN 
LIFE 

TO HELP YOU 
INCREASE 

YOUR SALES. 


Highly polished black 
onyx in a new setting 
of gleaming yellow 
gold plate. Set re- 
tails for $7.50. 


RIPLEY & GOWEN CO., Inc. 
ATTLEBORO, MASS. 








CASH IN ON THE BABY 


BOOM WITH BARROWS 
FINE BABY JEWELRY 


bee + oe , : 7 Cde eye oe er Oe 
’ ah em wae e 
3 Se he te 


Nec hnke POR La 


PAI Shape Span eer se 
in fine baby jewelry... BARROWS 
in fine baby jewelry .. . 


H. F. BARROWS CO. North Attleboro, Mass 








Leading Wholesalers 


_ 


SEE For Yourself... 


e WHAT? Complete new line of stock 


jewelry boxes. 


To be shown for the first time 
° 9 
WHEN: May 4th to 14th. 


e 9 At the Providence United Jewelry 
WHERE: Show, Room 739. 


MASON BOX COMPANY Attleboro Falls, Mass. 











Remembrance | 
Bracelets 


ina wide variety 
of chain designs 





Available in 
~ Sterling Silver * 1/20-12 K.G.F. 
2 10K and 14K 





RY SOLD THRU LEADING WHOLESALERS 
AUTOMATIC CHAIN CO. © Providence, R. I. 


NEW YORK «+ CHICAGO * LOS ANGELES 

















APRIL 
BAND OF 
THE MONTH 


NEW!! A beautiful ladies simulated dia- 
mond band to set off the finest watch. Made 
in 1/20 10K Gold Filled—yellow and white 
—Riveted, all Stainiess Steel inner construc- 
tion. 

Wholesalers welcome—be sure to see our complete line of men’s, 


ladies' and children's watchbands and expansion idents at the 
Providence United Jewelry Show, May 4th to [4th, Room 432. 


WATCHBANDS INC. 


NORTH ATTLEBORO, MASSACHUSETTS 














Queen of this Spring’s Azalea Festival at Wilmington, S. C., wore $250,000 worth of palladium jewelry by Lucien Piccard. 


CONCLUDED FROM PAGE 94 


first European to mention plat- 
inum was a Spanish naval offi- 
cer who visited South America 
in 1735. 

He called it “platina,’’ mean- 
ing “silver of little value.” 
Strangely, the Spaniards hated 
the stuff because it was often 
mixed in with the South Amer- 
ican gold they were seeking. 
Finally, they learned how to 
separate the platinum — and 
threw it away! Sometimes they 
used it to counterfeit gold by 
covering a bar of platinum with 
a thin layer of gold. 

For a time, Spanish governors 
banned the export of platinum 
from South America and or- 
dered it dumped into the sea. 

Europeans identified “plati- 
na” as a substance new to sci- 
ence about 1750. 


Q.—When was palladium dis- 
covered ? 

A.—Not until 1803. Scientists 
knew by then that “platina” 
had remarkable qualities: it 
didn’t combine easily with other 
metals and it had a very high 
melting point. Two Englishmen 
thought they could make it into 
boilers for concentrating sul- 
phuric acid. 

In the course of their work, 
Dr. William Hyde Wollaston and 
Smithson Tennant found that 
“nlatina” was not one but sev- 
eral different metals. Wollaston 
thus had the good fortune to 
discover two elements—palladi- 
um and rhodium. 
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But, even though Wollaston 
was the highly respected secre- 
tary of the Royal Society of 
London, fellow-scientists doubt- 
ed his claim for palladium. No 
wonder. Instead of making the 
announcement in a_ scientific 
journal, Wollaston just printed 
handbills, describing the new 
metal and quoting its price: a 
shilling a grain. 


Q.—Why was it called “pal- 
ladium ?” 

A.—In honor of Pallas, a tiny 
planet circling the sun, which 
had been discovered in 1802. 
Also in honor of Pallas Athena, 
lovely Grecian goddess of wis- 
dom, courage and art. 


Q.—How much palladium is 
there? 

A.—Each year the world pro- 
duces about $50 million worth of 
the six platinum metals. Yet the 
whole output could be made intc 
a cube only 43 inches on each 
side. 

Refining the ore produces 60 
per cent platinum, 30 per cent 
palladium, 4 per cent rhodium, 
3 per cent ruthenium, 2 per cent 
iridium, and 1 per cent osmium. 

Russia is a large producer, 
but its exact quantities are un- 
known on this side of the Iron 
Curtain. Elsewhere, main 
sources for the platinum metals 
today are: South Africa, Can- 
ada, Colombia and Alaska, in 
that order. Ethiopia and Borneo 
supply a little, and five or ten 


ounces a year come from the 


U.S. 


Q.—Has palladium any spe- 
cial virtues in jewelry ? 

A.—Yes, indeed. Its color is 
almost identical to platinum’s— 
white, with a soft, frosty sheen. 
Many diamond-set yellow gold 
rings use palladium settings, to 
flatter the diamonds and hold 
them securely. Diamond setters 
like its properties. 

Palladium is only half as 
heavy as platinum. This light- 
ness makes it especially useful 
for earrings and brooches. 

Jewelry made of jewelers’ 
palladium—95.5 per cent palla- 
dium hardened with 4.5 per cent 
ruthenium—sells for more than 
jewelry made of karat gold, but 
for less than jewelry made of 
platinum. 


Q.—Is palladium gaining in 
popularity ? 

A.—Again, yes, indeed! Back 
in 1939, less than 6000 ounces 
of palladium were used in the 
jewelry industry. That was less 
than one-ninth of the amount of 
platinum used that year. 

In 1945, according to the U. S. 
Bureau of Mines, 52,693 ounces 
of platinum were sold to the 
jewelry trades — and 28,673 
ounces of palladium. More than 
half as much palladium as plati- 
num. 

Palladium seems to be getting 
recognition in its own right as a 
member of the family of pre- 
cious metals. 
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another Crowning Imperial Achievement 


the IMP ERIAL CROWN 
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now available for display 
at selected jewelers! 


A masterpiece in jewelry craftsmanship ... a fortune in South Sea 
pearls and diamonds. It’s another Imperial first! Valued at over 
$250,000, the Imperial Crown is a treasured show piece that your cus- 
tomers would travel miles to see. The collection of pearls in this crown 
include the world famous “Queen of the Celebes” and other fabulous 
pearls of unique shapes and hues. Properly promoted it can bring 
you unprecedented store traffic, sales and profits. Why don’t you look 
into the possibility of displaying the “Imperial Crown” in your store 
in the near future? With it goes Imperial’s “know how” and experi- 
ence to make it your most successful promotion. 


Write for complete information... 


IMPERIAL PEARL SYNDICATE, INC. 


World’s Largest Importers of the World’s Finest Cultured Pearls 


NEW YORK CHICAGO DETROIT LOS ANGELES TOKYO 
607 Fifth Ave. 5 No. Wabash Ave. 914 Michigan 607 S. Hill St. 2,3-Chome, Yotsuya 
Theater Bldg. Shinjuka, Ku 
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Keepsake Sales Increase 





National advertising, consumer acceptance, 
excellent merchandising aids make Keepsake 
easy to sell for Illinois jeweler. 


MARTIN KRASNICK 
Owner 
Community Jewelers 
Elgin, Illinois 
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Every Year for Community Jewelers 


Only Keepsake Jewelers Enjoy Powerful 
Sales-Advertising Support Like This: 


1. NATIONAL ADVERTISING 


Biggest campaign in diamond ring history— 
big-space ads in every other issue of LIFE, plus 
frequent insertions in SEVENTEEN, CHARM, 
MADEMOISELLE, GOOD HOUSEKEEPING and 
MODERN BRIDE—all designed to attract more 
business to authorized Keepsake dealers. 


2. “YELLOW PAGES” ADVERTISING 


Sponsored by Keepsake on a cooperative 
basis—to identify all authorized dealers via 
listings in the yellow pages of phone books 
—featured prominently in all Keepsake 
magazine ads. 


3. POWERFUL MERCHANDISING 


Complete program of outstanding dealer 
sales aids—newspaper mats, colorful motion 
displays for windows, neon signs, counter 
cards, point-of-sale aids, radio and TV spots, 
full-color movie playlets and consumer 


literature. 


4. PERFECT QUALITY 


A powerful sales point for all Keepsake 
Jewelers—perfect center engagement diamond 
guaranteed in writing by Keepsake Certificate 
(or replacement assured)—wins confidence 


and sales. 


5. PROVEN SALEABILITY 


Long established customer preference built by 
national advertising, perfect quality, smart 
styling and customer benefits like insurance 
against loss, exchange privilege and Good 
Housekeeping Seal—America’s largest selling 
diamond rings! 


Community Jewelers’ beautiful new 
store (at right) is modernly de- 
signed inside and out. Illuminated 
clock on building has made Keep- 
sake dealer's store a community 
landmark. 


A. H. POND CO., INC. e SYRACUSE 2, N. Y. 
DIAMOND RINGS 


FOR APRIL, 1957 99 





These are examples of the mod- 
ern scrimshaw jewelry created 
by the team of St. Laurent- 
Harnois, displayed against a 
miniature Moby Dick. Clipped 
to the whale’s tail is an earring; 
in the right foreground is a tie 
clasp; on the whale’s back are 


pins. 


Ss C RIM 8 H A W comeES BACK 


An alert New England retailer seizes a gold-and- 
ivory opportunity to revive an old-time art and to 
merchandise it in the form of exquisite jewelry 
items. 


* New Bedford, Mass., the town five fathom deep 
in whaling lore, has recently become the scene of 
a revival of the old-time art of scrimshaw. 

The origin of the word, the dictionaries say, is 
uncertain, but scrimshaw means simply the carv- 
ing of pictures on whalebone and whale teeth, and 
was formerly the leisure-time hobby of sailors. 

The art was not only old but obsolescent until, 
a few months ago, the activities of Messrs. War- 
ner, Huston, Peck and Welles stirred the imagi- 
nation of Roland St. Laurent, of Lawrence Jewel- 
ers, Sears Court, New Bedford. What could be 
more timely, he thought, than a revival of this 
old-time craft coincident with the premiere of 
Moby Dick? But scrimshaw jewelry was unob- 
tainable and he bemoaned the fact. 

Word of his idea got around and one day a man 
walked into his store. It was none other than 
Leopold Harnois, versatile artist and sculptor, re- 
storer of paintings and china, mounter of big- 
game trophies—and carver of scrimshaw. “I’ve 
been doing them for 30 years,” he said quietly. 
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Importers and Cutters of Diamonds 















Originally established 
1866 


L&M:Kahn- Jacobson Bros -|2. 


President, Walter N. Kahn 





Vice Pres. 4¢ Sales Manager, Walter L. Kahn 


Chairman of the Board, Sereno P. Davis 


608 Fifth Avenue, New York 20, N. Y. 


Representatives 
Herbert L. Gardner 
Kenneth Scher 


Warren P. Eckel 
32/34 Holborn Viaduct, London Telephone: CIrcle 5-4313 
Cable Address: “Redlace’” New York 5-4314 

















JEAN SYBE’'S ELEGANTSE BY CHESTERFIELD 


A beautiful 14 karat gold bracelet 
set with cultured pearls, genuine 
sapphires or genuine rubies — your 
choice of combinations. One, of a 
sophisticated new collection for the 
most discriminating lady. Keystone 
two hundred twenty dollars. 

See the entire exciting group 

when your Chesterfield salesman 
calls, or write: 


CHESTERFIELD JEWELERS, INC., 33 West 46th Street, New York 36, N.Y. 
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THERE’S PROFIT IN PORTABLES 


In this corner of the Selle store the radios are little but the turnover is big 


by Robert Latimer 


® The Selle Jewelry Co., Inc., of St. Louis is sell- 
ing pocket-size radios—and selling a lot of them. 
Transistors and standards, they take up an entire 
display case in a corner of the store. 

They’re “naturals” for gifts, say the Selle 
people. If someone says he already has a radio, 
they have the answer ready—‘“‘One he can carry 
in his pocket ... take into his car... take out of 
his car... take into the bathroom while he’s shav- 
ing or showering?” Or if it’s for a woman—“One 
she can carry in her pocket while gardening... 
watering the lawn... hanging up the wash?” 

After all, they’re only the size of a cigarette 
case or at most a book—just the right sort of 
thing for a jewelry store to handle, says Selle. 


O 0 O 
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Rubies, Star Rubies 








Sapphires, Star Sapphires 
Emeralds, Catseyes .. . 
Loose or in Platinum 
Diamond Mountings 


of Exclusive Design .. . 
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INCREASE PROFITS 
with ORIENTAL 
= JADE DISPLAY 


“The Jade House” of Artcraft Jewelry Company 
offers as part of a franchised self-sales 

program this unusual profit making display as 
an indispensable aid for easy sales. 


IN ADDITION TO THE DISPLAY, YOU WILL RECEIVE: 


* A beautiful assortment of Jade Jewelry 
¢ Illustrated Jade brochures for your counter 
* Descriptive Jade literature for statement 
enclosures 
* Dealer Mats 
Specialists in finest quality Jades — imported 
direct from Hong Kong and mounted in our 
factory 
Also, a complete selection of Gem Stone Jewelry. 


FOR MORE INFORMATION WRITE TO: 























ARTCRAFT JEWELRY CO. 1 West 47th Street New York 36, N. Y. 
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Mr. Fuerman really loves old heirloom clocks and 
knows the owners love them too. It is his great 
delight to pick them up and bring them back to 
his shop, where he restores them to life and 
beauty. When he returns them to their homes 
again, he knows the owners appreciate what he 
has done and will remain thenceforth his friends 
and customers. 


He used to rush the 


growler ... now he rushes 


CULYeCAS 


By J. H. Reed 


A Texas retailer, who operates a complete 
jewelry business, finds his greatest satis- 
faction in the profession he learned first— 
clock and watch repairing. 


Walter Fuerman, veteran San Antonio 
jeweler, served his apprenticeship in a 
New England watch factory as an en- 
graver and watchmaker. There were fif- 
teen engravers who sat on benches facing 
the windows. Over each bench was sus- 
pended a single electric-light bulb and, to 
get more light out of them, the men would 
fill bottles with water and turn them so 
that they would deflect light onto their 
work. 

According to Mr. Fuerman, they were 
experts not only in engraving but also in 
chewing tobacco and drinking beer. 

“I made a little extra money,” he says, 
“cleaning out the brass spittoons—for 15 
cents a spittoon—and getting the beer. I 
would take a long pole, balance half a 
dozen full cans on either end, and bring 
back enough beer from the corner saloon 
for the whole department. 

“But I learned engraving.” 

While working as an engraver, he also 
learned watchmaking, jewelry designing 
and silversmithing. Today, at 1702 North 
Main Avenue, he conducts an all-round 
jewelry business. 

His approach is direct and inspires con- 
fidence. PLEASE TURN TO PAGE 106 











Take six cultured pearls, white and lustrous. Add 


six synthetic sapphires, blue as the sea. Set them in 


a 14K yellow gold ring of superb design and you have 


another CHURCH & COMPANY masterpiece. 


CHURCH & COMPANY Manufacturing Jewelers, 2 Garden Street, Newark 5, N. J. 





Designed for modern living with 
electric movements and chiming 
mechanisms and with richly 
gleaming mahogany cases, these 
versatile clocks are perfectly at 
home in a wide variety of decora- 
tive themes. Here in one package, 
you have the size, the price and 
the quality to create sales. 


No. H-850. For the delight 
of any connoisseur, with 
unusual arch design and 
tasteful blending of ma- 
terials. The rich mahogany 
case holds an ivory dial, 
gold sweep second hand, 
black hands and numerals. 
5%" high, 13%” wide. 
Retail $39.95, List $47.90 


Your wholesaler 


is ready 





CINCINNATI 6, OHIO 
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supply you NOW! 


to No. H-852. The appearance of any man- 
tel, desk or table will be enhanced by the 
graceful lines of this traditional model. 
Black numerals and hands on a silver dial 
with gold sweep second hand, mahogany 
case. 6%” high, 

$39.95, List $47.90 





Member 
Et Trade mark registered in US. @ Canada ut 
American 
Geom Society 


MUSIC TO YOUR EARS 


...IN THE RING OF YOUR CASH REGISTER 
Herschede’s smaller, electric Westminster Chime Clocks 


will sing a merry song to the accompaniment of your 





cash register when your customers see and hear them. 


Traditional in design . . . compact in size. . . exciting 
in price... these Herschede electric clocks provide the 


answer for those who want the finest. 


And only in these three clocks can you find chimes 
amplified electronically to provide 
the resonance and tone you'd expect 


in much larger clocks. 


No. H-854. Space is no problem with this 
exquisitely made beauty. It has an ivory dial, 
spun brass center, black hands and numerals 
and gold sweep second hand in a mahogany 
case. 6%” high. 6%” wide. Retail $39.95, 
List $47.90 


















11%” wide. Retail 
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“Orienta" Cultured Pearls 
LEYS, CHRISTIE & CO., INC. 


65 Nassau St., New York 


FAVRE-LEUBA’S 


Double - Barrelled 
Program is acclaimed 
Everywhere... It offers Steady 


Profits, Increased Prestige, 
Protection from Unworthy 


Watch Competition 


| aN Models Retail from $71.50 up 


FAVRE-LEUBA 


Watch and Chronometer Co.. Inc 


665 FIFTH AVENUE. NEW YORK 22. N.Y 

















CLOCKS (from page 104) 

A customer enters with a new watch which is 
not keeping time properly, and Mr. Fuerman 
takes him over to his timer. 

“This,” he explains, “is what a layman would 
call a watch cardiagraph. When the line runs 
straight across, the heart is beating properly— 
the watch is keeping good time. When it slants 
up, it means the watch is running too fast. When 
it slants down, too slow.” 

He puts the watch in position. 

“Yes,” he goes on, “I can see its running slow.” 

“But why?” asks the customer. “It’s a brand- 
new watch—I haven’t had it a week!” 

“You haven't,” says Mr. Fuerman. “But may- 
be it spent six months in some wholesale ware- 
house. Then it spent six months in the jewelry 
store before you purchased it. It has been a year 
since that watch was made—and oiled.” 

“But why does it run slow?” 

“Because the oil has dried out. I can set it up 
but with the oil in that condition, it won’t do you 
much good. It ought to be cleaned and re-oiled. 
Shall I do that for you?” 

He persuades the customer to have the watch 
cleaned. And then he persuades him to have the 
back engraved—a good selling job on a man with 
a brand-new watch! 

He’s just as good a salesman in other fields. 

A woman comes in with some old-fashioned 
jewelry which she asks to have remounted. 

“Do you just want this remounted?” asks Mr. 
fuerman. “Or do you want a really original de- 
sign—something your friends will admire and 
comment on?” 

“Let me have an original design.”’ 

Clock repairing is his specialty, and it is his 
opinion that jewelers would profit by paying 
more attention to that side of their business. 

“It’s a lot of trouble,” he warns. “You have 
to call for clocks and bring them into your shop. 
And you can’t dip a clock in some cleaning fluid 
and let it go at that. You’ve got to know clocks. 
You’ve got to recognize their varied movements. 
You've got to take them down—put them to- 
gether again—regulate them. You’ve got to love 
them. If you do this, you won’t mind getting 
them and delivering them.” 


Hall clocks he loves best of all. 

“People who have hall clocks,” he says, “cherish 
them as they do heirloom silver or valued china. 
Once you have repaired an old hall clock, restor- 
ing it to life and beauty, you have made a life- 
long customer for your store. 

“Nothing I know of brings quite the same feel- 
ing between jeweler and customer as repairing 
an old hall clock.”’ 
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THE RAIMOND ONE-PIECE 
CHANNEL-BACK FRAME 


An entirely new creation by imaginative designers, 
wrought in sterling silver by Master Craftsmen. 














This new channel-back design, exclusive with Raimond*. 






is master-crafted in a single piece to hold the picture snugly. 
The everlasting beauty of the heavy-gauge silver frame is 













protected by an exclusive lacquering process. The sliding 






panel is made with either specially finished white metal or 






high-pile velvet finish. Rounded edges at the bottom cannot 
scratch the desk. Each frame is individually boxed, with 
stock on hand for 24-hour delivery. All sizes are furnished. 








A complete descriptive catalog of Raimond creations is 
available upon request. All pieces carry the Raimond 
lifetime guarantee of quality craftsmanship. 








$ > 
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or turn-buckles, the for 103 years INCORPORATED 
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149 Exchange Street, Maiden 48, Mass. 












































*Patent pending « 





THESE PROMINENT MANUFACTURING JEWELERS 


* 7 576 FIFTH AVENUE, NEW YORK 36, N.Y.  JUdson 2-2922 
distributor of 
| | HAVE ADOPTED AND SPONSORED THEM— 





New York City Chicago, Illinois 
Samuel Abramson The Ball Company 
Beckerman & Lerner Chicago Diamond Brokers, Inc. 
Belenky Brothers, Inc. Hallmark, Inc. 
Century Jewelry Company B. Leader & Sons 
Davidson & Sons Jewelry Co., Inc. Henry Mayer Company 
E. S. Feinstein & Company Nathan & Berg, Inc. 
- & H. 5a: m: 
evertz ©., Inc. ul r, n 
M. L. Goldfarb SR, Ne 
Louis Hopkins Sonny Company 
Irvring Company 
Morris Kaplan & Sons Dallas, Texas 
David Karp Co., Inc. 
Irving Klampert Company Leon Rudberg Jewelry Company 


Knight Mfg. Co., Inc. 

Charles Koppel Ring Company Indianapolis, Indiana 
Mercury Ring Corporation 

R. Pearlman, Inc. Goodman & Company 
Philip-Morris Jewelers, Inc. 

K. Polishook & Son Corporation Newark, New Jersey 


William Schneider Acme Ring Mfg. Co., Ine. 





Barnett Shorr, Inc. Church & Company 

Leon Turkus Larter & Sons, Inc. 
Attieboro, Massachusetts Pittsburgh, Pennsylvania 
L. G. Balfour Company Helm & Hahn Co., Inc. 
W. E. Hayward Company Feigenbaum Brothers 
Buffalo, New York Sen Francisco, California 
Benstock Ring Mfg. Co. Inc. S. M. Mickelson Company 
Block Ring Company 

Clark Ring Company Toronto, Canade 

David Dattner . 

B. Tanenbaum & Co., Inc. Libman & Shaw Limited 
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NEW DISCOVERY, 


Pat. Pend 


a 


= 


only $ | .00 


P 


Wes 
<ee Cost cp 
ancl CROW, 


PLASTIC 
IN ALL COLORS © 
PARCHMENT 


UV Roma diiial 


Mtd.by ARCH CROWN TAGS, INC. 
277 Halsey St, Newark 2, NJ 








Sold Direct to Jewelers 


Write for booklet — tells the 

“inside story” of stopwatches. 
illustrates spare parts compartment. 
Shows what to look for in 

a timer. Complete, thorough, interesting. 
Must reading for users of stopwotches. 


Brand new Clebar catalog . . . 
illustrates and describes more 

than a score of stopwatches and 
chronographs for every timing purpose. 
Write for your copy today ! 


rush Full information, catalog, wholesale price list : 
and illustrated booklet. 


CLEBAR WATCH AGENCY*15 W. 44th St., N.Y. 36 j 








State— 
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ineyte New .. . They're 


LeCoultre’s new “Saturn” for men has no 
hands. Instead, two diamonds with no visible 
support float around the dial to mark the hour 
and minutes. Exceptionally thin. In 14-K gold 
with strap. For $175 FTI. 


An addition to the Carr Craft line is this 
wedding invitation tray and matching frame in 
brushed-gold color or rhodium finish. From 
M. W. Carr & Co., Inc., West Somerville 44, 
Mass. To retail for $5.95. 


The “Golden Gator,” one of the new concepts 
in watchband designing for men by Jacoby- 
Bender, Inc., Woodside, N. Y. In yellow gold- 
filled with straight or curved ends. To retail 
for $9.95 FTI. 
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Yours to Profit By 





Ronson’s “Decor” table lighter has a color- 
ful fabric insert (which may be replaced by 
your own material) under a transparent lucite 
dome. “Posilite” lighter action—it lights every 
time. $18.50. 





The Oriental influence on modern design is 
incorporated in the Hamilton Watch Co.’s 
newest feminine timepiece, the “Pagoda.” In 
18-K yellow or white gold. 22 jewels. Shock- 
resistant, anti-magnetic. $95 FTI. 





Longines’ new “Comet Calendar” has con- 
venient date window on the dial. Waterproof 
case of 18-K gold, and 18-K gold markers on 
dial with night-reading fluorescent dots and 
alligator strap. For $395 FTI. 
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SPENDING PROFITS 


On slow hand-marking ? 





ADD TO PROFITS . . . End needless overtime 
with speedy Monarch Price-Marking 


insures selling at correct price—Clear, sharp, easy-to- 
read Monarch price-marking leaves no doubt in customers’ 
and clerks’ minds about the correct price of each article. Stops 
leaks in profits caused by smudged pencil price-marking. 


Sells more merchandise—Neat, legible price-marking adds 
to the appearance of merchandise, and inspires confidence. 
Gives you “‘silent salesmen” that change browsing into im- 
pulse buying, increase self-service sales. 


Monarch Junior is compact, sturdily built, yet inexpensive. 
This hand-operated machine price-marks tickets, tags and 
labels in many sizes and styles, including the pressure sensitive 
Senso Label. 





STORE NAME 






25¢ 






Hand-operated MONARCH JUNIOR 


For additional information—without 
obligation—tear out the coupon, attach 
to your letterhead and mail to us. 


FILL OUT, CLIP and MAIL 








the MONARCH Marking System 
Company ¢ 216 South Torrence St., Dayton 3, Ohio 


Please send the folder on Monarch Junior price-marking 
machine; also sample tickets, tags and labels. 


Store Name 





Address_.__ 





PR AE ue Zone____ State 
JCK 457 
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are you missing out on BIGGER profits? 








| 


Why bother with inventory problems? Use 
College Seal's catalog selling plan. 
All you need is a small area of counter 
space for College Seal's 
FREE point-of-sale 
display material. Then 
watch the profits 

pile up. 
College Seal prom- 
ises the fastest delivery 
in the trade on any style ring 
you a Designs for every accredited four- 
year college in the country, always on 
hand. You may order one ring or 100— 
your profits will be bigger and better 

with College Seal rings. 





NO MINIMUM ORDER! NO DIE CHARGE! 





ATTENTION JEWELERS EVERYWHERE 


CATALOG of 68 New England College Rings 
now available. Write for yours. Dept. A457. 











Also available: 14K College Seal Charms 


COLLEGE SEAL & CREST COMPANY 


236 BROADWAY, CAMBRIDGE 39. MASS 








BABY SHOE HEIRLOOMS 





for Mothers oad Grondunsiiners 


In high demand as a personalized gift, these Baby 
Shoes will produce real volume for you. You won't 
find a better item to promote for Mother’s Day. 


Baby Shoes 


. Sterling Silver or 1/20 
MANUFACTURERS’ : 
REPRESENTATIVES: 12K Gold Filled 


We invite your 
inquiries on Bracelet 
epee Mme mg Rhodium-plated Sterling Silver or 1/20 
12K Gold-Filled $18.00 dozen 
om open account to rated concerns only 
ORDER NOW FOR IMMEDIATE DELIVERY 
Newspaper Mats Available 


$12.00 dozen 
14K Gold 7.50 each 





: the fradition of 


422 WASHINGTON STREET BRIGHTON 35, MASSACHUSETTS 








They're New... They’re 


Crown Silver, Inc., 366 Fifth Ave., N. Y., 
has come out with a new handle for their serv- 
ing pieces. Also a new bar knife, a new type 
tapster, an ice pick and a forged-blade English 
pie server. 


From Poole Silver Co., Taunton, Mass., 
comes this double entree dish. Old English 
design. Carved tree center and well with vege- 
table compartments with handled covers. 18% 
in. long not including handles. $60. 


A new concept in designing for spring ’57 
by Fisher & Co., Newark, N. J. Feather ear- 
rings in 14-K yellow gold for $35 keystone; 
feather brooch in 14-K yellow gold for $25 
keystone. 
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Yours to Profit By 


“Royal Crest” band by the Wadsworth-Had- 
ley division of Elgin National Watch Co. 
The lizard-skin inserts come in black, brown 
or gray. Links removed or added at point of 
sale. In yellow gold, $12.95; in stainless steel, 
$7.95. 





Use this beautiful 
treasured gift as a 
diamond sale opener 
Give it with wedding 


ring sets. 


$23.95 
KEYSTONE 


on 
av 


<~¥ 
_ ‘ 
ae" - 


This 14-K yellow gold brooch in flower-and- 
butterfly motif with cultured pearls is by 
Church & Co., manufacturing jewelers of New- 
ark, N. J. New Roman finish with polished 
edges. Suggested retail price is $30. 


i i 


$ 


e From Nielkraft — two beautiful 
matched prayer books and rosaries, suit- 
- ably boxed. A natural for a gift item, 
me. traffic builder or promotion package. At 
“"aS this price you can give it away to gain 
wedding ring sales — silver sales, etc. 
Contact your nearest wholesaler about it 
today. 


“Frill” —ultra-modern electric wall clock in- 
troduced by the Westclox division of General 105 Chambers St. 
Time Corp. Petal design frame in brass. Easy- New York, New York 
to-read dial. Front hand-set knob. Sweep sec- 
ond hand. $8.95 plus tax. 
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GRADUATION CHARMS 


vy Fisher 


Here is a beautiful line of charms and brooches 
for your spring school sales. Use Fisher’s vast 
charm line for all occasions. 

Why not have the best? They cost no more. 


Order now through your wholesaler 
Catalog on request 


J. M. FISHER CO. °¢ Attleboro, Mass. 




















CASH for Your 


Surplus Silver 


We will pay cash for any of your sterling patterns 
—any quantity, large or small — active, inactive, 
obsolete, new or used. 


We are particularly interested in buying Gorham, 
Reed & Barton, and Weidlich active, inactive and 
obsolete flatware, either new or used. 


Send shipment for immediate offer. Our check 
covering payment in full mailed same day. Silver 
will be held intact awaiting your acceptance or 
rejection. 


We are also interested in cooperating with jewel- 


ers who receive calls for older sterliag patterns that 
are no longer available. 


Reference: Jeweler’s Board of Trade or 
Dun and Bradstreet 


Julius Goodman 
& Son 


Memphis Jewelers Since 1862 
113 MADISON AVENUE @ MEMPHIS, TENNESSEE 



































They re Hew... . They re 


New “Privateer” man’s jewel case in two- 
tone gold embossing. Split top has two strap 
brass closures. Velvet interior studded with 
nail heads. Lift-out tray. Black, brown or red. 
By Babcock. Retail $10. 


“Plymouth Rock” set by Anson. The stone 
is from the same glacial deposit as the origi- 
nal Plymouth Rock, according to Dr. Pough. 
In gold plate and rhodium finish. Leatherette 
top box. Links, $6.50; clip, $5. 


Westminster Chime table clock from Her- 
schede Clock Co., Cincinnati. The chimes are 
electronically amplified for resonance and tone. 
Brass-and-ivory face with black hands and 
numbers. Gold second hand. $39.95. 
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Yours to Profit By 





A new self-winding wristwatch by Elgin. A 
raised rhodium ring is set in the dial with gold 
markers cut through it to make the face of 
the watch stand out. 17 jewels. Retails for 
$75 FTI. 





Set of four sippers by Raimond, Inc., 149 
Exchange St., Malden, Mass. The sippers are 
produced from heavy gauge sterling, individ- 
ually hand wrought. Retail $5.20. One dozen 
$14.40. Also sets of six and eight. 








Bee Del ring clamp, produced by Beloved 
Rings of Minneapolis, keeps rings aligned and 
spaced properly. Two pieces of 14-K gold with 
stainless-steel screws. Distributed through 
watch-material jobbers. 
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TURNOVER 
Va 


SILVERSMITHS 
POLISH 


Your customers recognize that 
the name Gorham means “quality” 
in silverware. Capitalize on it by 
displaying Gorham Silversmiths 
4 Polish that moves into customers’ 

foram a as — as it gives a 

starlight gleam to their silverware. 
SILVERSMITHS 


(16 OZ. BOTTLE) 
POLISH = $ ' ° 0 RETAIL 
si 4 doz. (minimum order) 
$6.50 doz. delivered 
6 doz.-10 doz. $5.00 doz. 
f.0.b. Providence 
12 doz. or over $4.50 doz. 
f.0.b. Providence 
SAMPLE SIZE GIVEAWAYS 


Made By the = 
Makers of Famous l -. ——_ gg Oe | — A a 
: locally. $4.95 per oO rovidence 

Gorham Silver Wonderful traffic builders. 


THE GORHAM COMPANY 
a. See YS See ee ee 


PROFITS 














MIKIMOTO 


K. MIKIMOTO & CO. 
> WEST 46th ST... N. ¥. ¢. 36. 
JUDSON 6 6992-3 

























Presenting the 


The Quality line — 
priced to sell. 


#1 — 4” long, 3%” wide, 
£96? bat... cvccee. $29.50 
#2 — 6%" long, 3%” 
wide, 1%” high....$42.00 
#3 — 4” long, 3%” wide, 
ek TM. ov ccceccss $38.50 


#4 — 6%” long, 3%” 
wide, 2%" high....$52.50 


#5 — 8%” long, 3%’ 
wide, 1%” high....$59.00 


All prices retail and 
include tax. 





EXECUTIVE 


$75 tax included 





A King-size value ina 
Sterling Cigarette Box 


Number six in the series of 


Smith & Smith quality sterling 
boxes. 8%” long, 34” wide, 
24,” high. Sterling through- 
out, even the bottom, and not 
weighted. Cover gold lined. 
Cedar lining divided in three 
sections for King size and reg- 
ular cigarettes. Capacity 150 


regular. 


Prices subject to change without notice. 


Write for catalog e 
of complete Smit LY HAs 
Smith & Smith line 





NORTH ATTLEBORO, MASSACHUSETTS 











Exclusive 
HEART O’ DIAMONDS 
Bridal Sets . . . the most 


spectacular sale-success 
of the year! See them 


at your wholesaler today! 


"PAT. PENDING 


Goldstein- Gerson oto Pa Tal om 


Jhee Wo oude 


130 WEST 46th ST. 





of Pokal 


. NEW YORK 36, N. Y. 


















They're New. . . They're 
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New religious jewelry offered to jewelers 
exclusively—in time for Easter promotion. 
Sterling and gold-filled pieces. Gift boxed. By 
Forstner, Inc., Irvington, N. J. Prices range 
from $3.50 to $9.25 retail. 
























New continental straws in various shapes 
and colors imported by F. O. Merz & Co., 104 
N. 68rd St., Philadelphia. Handbags whole- 
sale from $37.50 per dozen; hats from $7.20 
per dozen; scuffs from $18 per dozen. 





A new line of Photo Idents has been de- 
signed by the Kreisler Corp., North Bergen, 
N. J. Men’s in yellow gold-filled at $13.95; in 
sterling at $9.95. Ladies’ in yellow gold-filled 
at $9.95; in sterling at $7.95. 
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Yours to Profit By 





New electric shaver by the Bulova Watch 
Co. Available March 25 only through Bulova 
dealers. Six high-speed self-sharpening blades 
plus sideburn and mustache clipper. Ivory or 
charcoal with gold-colored trim. $34.75. 





This is “Stardust,” the new sterling-silver 
design by Gorham Co., Providence, R. I. 
Twinkling stars are incised into the delicately 
balanced pieces. 6-piece place setting for 
$38.75. Serving pieces and specialties. 





New “Kitchen-Mate” by General Electric- 
Telechron Clocks has waffle background and 
floating numerals with three-dimensional 
effect. In bright-color combinations. Crystal 
covers entire dial. $5.98 plus tax. 
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BOWLING CHARMS 
& by 


Fisher 


In Gold-Filled, Gold Plate, 
| 10K and 14K gold, and 
Tall B 

Sports Catalog 


on request. 


Charm or Pin 
(also round) 


J. M. FISHER COMPANY 
Attleboro, Mass. 








a 


anni RR 


*. ARLEN TROPHY { |) 


| 50 GOLD ST., BROOKLYN 1, N. Y. | 
Largest Selection of Trophies In The World 4 . 











NEW NAMES IN THE GEM STONES (from page 88) 


star beryl in that the gemmy pieces represent 
clear fractions picked from embedded and shat- 
tered crystals of some size. Thus the cut stones 
can seldom run over 10 to 20 carats. The larger 
ones are more desirable because the delicate pastel 
tint is intensified. No special effort has been 
made to promote the stone; the number available 
is limited and connoisseurs and collectors will 
provide most of the market. As a new color for 
beryl it has great merit and the jeweler should 
acquaint himself with the stone both because of 
a possible economic interest and because it is a 
most attractive stone. All of the leading mu- 
seums have acquired good examples of both the 
new bery! varieties, and they may be seen in their 
displays. 


Fabulite. Next we must mention a new man- 
made stone. This is our old friend strontium ti- 
tanite, described two years ago under the name 
“Starilian.” Earlier marketing plans have fallen 
through, and the National Lead Co. has now 
turned the material over to a New York distributor 
for the jewelry trade (the Wm. V. Schmidt Co.). 
The Schmidt organization is releasing it slowly 
and carefully. In the next issue we shall print 
a new description of this remarkable material; 





in the meantime, just remember to call it 
“Fabulite” and see some of the stones if the 
opportunity offers. 

Since strontium titanite is not known to occur 
in nature, it does not seem proper to call it a 
synthetic (“synthetic” in connection with gem- 
stones is not synonymous with flame fusion, as 
some writers have attempted to suggest). Nor 
is it cultured, which implies an aspect of living 
matter, as in bacterial cultures or the cultivation 
of plants and molluscs. So we'll stick to “man- 
made,” which is certainly an accurate description 
of the end result, and is not necessarily a term 
of opprobium. 


Titania. Many Florida souvenir stands, during 
this season’s winter boom, seem to have confused 
titania with General Electric’s synthetic diamond. 
Actually, of course, the soft, yellowish and fiery 
titania stones are man-made rutile—and have 
been on the market since 1949. And, as the whole 
trade knows, the recent G.E. synthetic diamonds 
are tiny, far from gem quality, and of interest 
only to science and industry. 

Nevertheless, in good or bad faith, some Florida 
curio dealers have led the public to believe that 
titania has some connection with G.E. diamonds. 
Since many a jeweler may find his customers 





—— 


The Billjold that is making Retailing History! 


® NO SNAPS ' @ NO CATCHES 





>< 


Magnalold. 


First with wafer-thin magnetic closing passcase. Two 
released. A “differ- 


powerful magnets hold firm until... 
ent” Father’s Day item. New low prices $5 to $7.50. 


Hugo Bosca Company Springfield, Ohio | eg Sg as 


® NO STRUGGLING 


$5 Seller 

in time for 
Father’s Day and 

Graduation 


Magnafold 


th - 
ecvengo” es a <> 


S<Ke< Magnetic Closing ... another Bosca first 


MAIL TODAY 
HUGO BOSCA CO., SPRINGFIELD, OHIO 


| 
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ee eae | 
a ue Sens : 
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| 
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Leathers and colors: Gahna Coach Hide — tan, brown. . . English 
. Gahna Polished Cowhide — brown, ton. 
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returning from Florida tanned and taken, it would 
be well for him to know what has been going on. 


Dyed jade. A new imitation of gem jade is 
worthy of note because of its realistic appearance 
and deceptive character. It actually is jadeite jade 
—originally of pale, translucent, grayish type— 
which has been dyed into a rich green imitation 
of fine quality jade. It is so deceptive that it 
probably would not soon have been spotted, had 
the Hong Kong suppliers not shown too many 
stones. 

Those who know jade wondered how so many 
stones of identical quality and size could be 
offered in a single lot. They sent samples to the 
Gemological Institute of America. Tests there 
proved that it is possible to alter the color of 
jadeite by long exposure to boric acid crystals. 
Ordinary solvents did not affect the color; the 
spectroscope’s differences were too slight to be of 
real value; the color did not fade in ultraviolet 
light. The Institute published its findings in a 
recent issue of The Lowpe, and deserves much 
credit for the research that led to the unmasking 
of this truly dangerous imitation. 


The raw material that is being used for this 
dyeing process is all of a type. The dye appears 
to affect small thread-like areas in the stone, 
resembling the short colored threads one sees in 
American paper money, though far more numer- 
ous of course. Inasmuch as we know this, the 
material no longer presents any great threat to 
the jade market, but if another type of jadeite 
should later be subjected to the same dye treat- 
ment, it might be necessary for us to learn all 
over again what it looks like. Until we can find 
some simpler and non-destructive method of iden- 
tifying this material, it will be well to be on 
guard when we are offered gem jade, particularly 
when it is cut in the more or less standard shapes 
and sizes. 





Baby Portraits Sell Baby Gifts 


Every advertising man knows that pictures of 
babies are sure-fire attention getters. At least 
one jewelry store owner has discovered that they 
do a job at point of sale too. 

Lewis Pollock of the Dothan Jewelry Company, 
Dothan, Alabama, devotes one section of his store 
to cup-and-saucer sets, brushes, feeding bowls, 
plate scrapers and other items useful to “the most 
important member of the family.” 

To help reach heart strings and loosen purse 
strings he tops his displays and windows with 
baby photographs. Local mothers frequently sup- 
ply portraits of their own offspring for the pur- 
pose—and do the mothers love it! 
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Stainless Steel Blades 


by i a oe pon 


For New Goods or Repairs 


*" \ ~~ 4, ~\ 
. } Me, 








A. Bottle Opener (Ring Type) 8. Cap Lifter (Hook Type 
C. Knife Blade (Medium) D. Cheese Scoop 


Leading silversmiths and repair shops look to 
Northampton for finely finished forged stain- 
less steel blades. Unequalled for quality, 
beauty and craftsmanship since 1871, North- 
ampton offers a wide variety of specialty items 
in addition to a complete line of tableware. 
Prices and illustrations gladly furnished. 








NORTHAMPTON CUTLERY COMPANY « || 
ESTABLISHED 1871 





NORTHAMPTON 2, MASS: ° 
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Introducing 





“JOYCE” 


<i 
OF cehot JEWELRY BOX, Inc. 


125 East 144th Street, New York 51, N.Y. 


Write for catalog showing complete line 





Sold only through wholesalers 





This beautiful Dolly Madison air- 
plane luggage “Smiles at the Miles’ 
It’s so light—yet so sturdy and 
wear resistant. 


Exquisitely styled in two-tone triple 
stitched vinyl bumper binding. 
Interior of soft Dolly Madison 
imprinted matching satin lining. 18” 
and 21” cases have handy remov- 
able carry-all zipper pocket that’s 
waterproofed for added protection! 


Colors: Sea Foam Bive * Spruce Green * Toast 
* Mist Grey with Flame Red Lining 


For further information CONSOLIDATED 


AIRPLANE LUGGAGE MFG. CORP. 


and prices write to.. 
PEEKSKILL, N. Y. 











Fond Remembrance 
ol her 
bridal Day 


Her Wedding 
Invitation 
Framed Forever 


in a 


Can Cra 


TRAY 
polished Gold finish or non-tarnish 
Rhodium — each gift-boxed | 
No. 655 33%4” x 54%” opening $4.95 retail a 


No. 665 4%" x 6%” opening $5.95 retail ™ 


Her Wedding Portrait ina 


GG 


MATCHING FRAME 
No. 155 5” x 7” photo size $4.95 retail 
No. 155 8” x 10” photo size $5.95 retail 


Re yi AM. W. CARR & 00. INC. 


WEST SOMERVILLE 44, MASS. 


Since 1869 











LETTERS 


TOM THUMB DEPARTMENT: Your March issue 
asked whether anybody knew of a narrower jew- 
elry store than one in Batavia, N. Y., which is 
only eight feet wide. 

I never saw a narrower store, but I have a sug- 
gestion for the Batavia jeweler: 

Why doesn’t he hire Jesse Castillo, who is now 
a student watchmaker in Houston? Jesse is 4’ tall 
and weighs 65 pounds. He thinks he’s probably 
the smallest watchmaker in the world. 
DALLAS, TEX. J. A. 


° © Here’s a picture of my store, “The Jewel 
Box on the Park.” It was taken by a United Press 
photographer, and was shown in a number of 
newspapers with this caption: 

“Having wide shoulders and a husky frame 
doesn’t seem a blessing when you’re a customer 
of Sidney Naroff, owner of New York’s smallest 
—4 feet wide and 12 feet long—jewelry shop at 
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1468 ivan of the Americas. A stuck sample is 
former boxer and now actor Lou Nova, who’s 
getting the squeeze in the 19-inch-wide doorway, 
while owner Naroff watches from inside.” 

NEW YORK SIDNEY NAROFF 





TRADING STAMPS: In the February, 1957, issue of 
your magazine there appeared on pages 124 and 
199 thereof an article entitled, Jack Snow and the 
Trading Stamps. The article discussed how a 
jeweler in Ottawa, Canada, had initiated a pro- 
motion wherein he accepted all brands of trading 
stamps as part or full payment on the purchase 
of merchandise in his store. As a result of this 
article, a number of United States jewelers have 
initiated this same practice. 

We are the attorneys for The Sperry and 
Hutchinson Co., the oldest and largest trading 
stamp company in the world. We wish to advise 
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you that no one but the Sperry and Hutchinson Co. 
is legally entitled to redeem the trading stamps 
issued thereby ; that any redemption of its stamps 
by anyone else constitutes an unlawful interfer- 
ence with its business which no court of equity will 
refuse to enjoin; and that the Sperry and 
Hutchinson Co. has, in fact, successfully litigated 
this matter on many occasions during the 60 years 
of its existence. 

We have contacted every jeweler we were ad- 
vised was engaged in Mr. Snow’s promotion. We 
were able to convince each one of them of the 
illegality thereof and they stopped it immediately. 
Nevertheless, because new instances of this type 
are being brought to our attention almost daily, 
and aS more and more uninformed jewelers are 
likely to institute the promotion as trading stamps 
become more and more popular with the consumer, 
we would greatly appreciate it if you would run 
an article in the next issue of your magazine 
pointing out the illegality of the promotion and 
that those who engage in it are inviting a suit by 
the Sperry and Hutchinson Co. for injunctive re- 
lief and damages. We are certain that you did not 
intend to mislead your readers by publishing Mr. 
Snow’s article, but that is just what you did do. 
So, for their own protection, we strongly advise 
this follow-up article. 

Undoubtedly you would like us to confer with 
your attorneys on this matter. We would be most 
happy to do so. In this connection we are for- 
warding you a memorandum for submission to 
them, prepared by this firm, which demonstrates 
conclusively our contention that it is illegal for 
anyone but the issuing trading stamp company to 
redeem its stamps. 

NEW YORK CASEY, LANE & MITTENDORF 


We have consulted with our attorneys and they 
are in agreement with the statement from Casey, 
Lane & Mittendorf.—Editor 





BIRTHSTONE RINGS: Here is something I have been 
talking about for years ... and years... and 
years. Why not do some “research” and industry- 
wide publicity on birthstone rings (not the in- 
expensive $5 kind), so that every boy and girl 
would want to wear a birthstone? 

THELMA W. PRATTE 
BELLEFLOWER, CALIF. CHIME JEWELERS 


The Ring Guild of America has been organized 
by more than 30 manufacturers to stimulate in- 
terest in stone rings, including the birthstone 
variety. It plans a three-year newsmaking cam- 
paign of advertising and publicity.—Editor 





In writing to the editors, address JEWELERS’ CIRCULAR- 
KEYSTONE, Dept. HE, Chestnut and 56th Sts., Philadephia 
39, Pa. 
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RUNNING A | 
SUCCESSFUL | 
SALE 

IS AN ART 





by Manny 
Silverman 


| AM LOOKING FOR THIS 
JEWELER . . ARE YOU HE? 


If you are we can both 
make money! 


You have a store in a town of between 
25,000 and 200,000 population. 


You have been in business in your town 
for 20 years or more. 

You operate on a cash and charge ac- 
count basis. 

You sell Diamonds - Watches - Sterling 
Flatware and Hollowware - Gifts - China 
and Glassware and other items identified 
with a hallmark store. 

You have a reputation for giving your 
customers good honest values. 

You are civic minded and have through 
the years been active in civic and politi- 
cal affairs in your community. 


You have an inventory at your cost of 
between $20,000 and $200,000. 


YOU HAVE A SINCERE DESIRE TO GO 
OUT OF BUSINESS ... RETIRE... SETTLE 
AN ESTATE OR OTHER VALID REASON. 


You have been offered less than $ for $ 
for your inventory and accounts. 


If you are this jeweler you and | can 
mutually benefit, if you will... 


WIRE! WRITE! CALL! 


SILVERMAN SALES ENTERPRISES 


580 Fifth Avenue, New York, New York 
Telephone: Plaza 7-4693 












































































Presto... 
Profits in the Palm 
of Your Hand! 


Presto (owtnal Master 


runs 6 controlled heat 
appliances that wash under 
water...handles and all! 


One $6.95 Control Master runs a family of 
appliances, for the greatest add-on and 
pricing story in appliance history. 


new! Presto 


HOSTESS SET 


oe 
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Because one control operates | 
2 appliances, customer saves 
up to $10 over competitive 
appliances bought separately! 


A multiple sale all wrapped up for you! Customer 

quickly appreciates her saving over the cost of 

two ordinary electric appliances with built-in 

controls. When you tell her she saves an additional $1.90 by buying the 
appliances in a set—she’s convinced! Attractive all-season gift package 
has standup lid for display. Set includes a Control Master, a 5-quart 
Dutch Oven with cover, and Il-inch Fry Pan, and a Control Master 
wall bracket. Call your nearest Presto distributor! 


" An Electric Range in 


the Palm of Your Hand! 


Presto Sauce Pan $139%T Presto Dutch Oven $17%t 


Presto Griddle $16%1 Presto Pressure Cooker $1991 


t Manufacturer's recommended retail or Fair Trade price. 
Fed. tax included. Prices slightly higher in Canada. 
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PRESTO Control Master Appliances 
Bring Big Volume to Small Dealers! 









“Three will get you a gross,’ says 


Lead 


dealer in Retailing Daily news item 


eee 


Three-Piece Display Lifts Volume for Trading Post 


PORT TOWNSEND, Wash., Jan. 17.— 
“Three will get you a gross—of sales, 
that is—when it’s the right merchandise,” 
said Roy W. Hawkins, owner of The 
Trading Post, furniture, television and 
appliances. 

Mr. Hawkins was referring to the fact 
that salesman Keith McLeod of the F. B. 
Connelly Co., Seattle, sold him three 
Presto appliances, with the single Presto 
Control Master, in the late summer, just 
when he had decided to go out of the 
electric housewares business. 

He had carried a limited number of 
electric housewares items, and had done, 
as a result, a limited business. He did 
not have much space to show them, and 
it took about as long to sell one as it 
did for a major appliance. 

Two frying pans and a griddle con- 
stituted the initial order. Mr. Hawkins 


and got immediate sales. He had to take 
orders until he could get more mer- 
chandise. 

This looked pretty good. Casting about 
for a place to display the items, he 
placed them on top of an electric range, 
bordering on the appliance section, and 
they continued to sell. 


County Fair 


In August came the Jefferson County 
Fair, in which the Trading Post always 
takes part, with a major appliance booth 
and demonstrators. Last year Mr. Haw- 
kins took two booths, one for appliances, 
the other for Presto. 

Demonstrators made dollar hotcakes 
by the hundreds, and sold Presto Control 
Master griddles like hotcakes. Again they 
had to take orders for both electric frying 
pans and griddles, because sales exceeded 















showed them in a small corner window, expectations.” 








**100% Increase in Controlled Heat 
Utensil Sales Over Last Year?’ he says 


OLMSTED FALLS, OHIO. 
**Your well-engineered products 
and your excellent display rack 
meant a 100% increase in our 
controlled heat utensil sales this 
Christmas season over last 
year,” says Mr. John Lawton, 
of Kucklicks, Inc., 8068 Col- 
umbia Road, Olmsted Falls. 
** ..We are looking forward to 
a good add-to business regard- 
less of the season,” he adds. 








Short, Short, Success 
Story from New York 


JACKSON HEIGHTS, N. Y. 
From Murray Satnick’s “‘Best Gift 
Shop,”” 8108 37th Ave., Jackson 
Heights, above, comes this capsule 
review of Presto’s success: “A 
product well made. A happy con- 
sumer. A full Presto inventory for 
Christmas. An inventory of none, 
Christmas Eve. Total: a product 
well made and consumer-accepted. 


**Outsold all other 
Traffics 3 to 1”’ 


CLEVELAND, 
OHIO. Thom- 
as E. Huntley, 
of the Huntley 
Hardware & 
Garden Center, 
Rocky River 
Drive,Cleveland, is “pleasantly 
surprised”’ with the movement 
of Control Master products. 
“PRESTO is our fastest moving 
line of appliances,”’ he reports. 


CLEVELAND, OHIO. Harold 
Neiditz, of Neiditz Hardware, 
2710 W. 25th St., Cleveland, 
shown above, says, “‘Presto 
Control Master Appliances 
were my fastest-moving elec- 
trical appliances during the 
holidays and outsold all other 
traffic appliances three to one.”’ 


































Boston Jeweler 

Reorders 72 Pc. 

Lots, Can’t Keep 
Stocked! 


BOSTON, MASS. Mr. Paul 
Segal of Pilgrim Jewelers, 159 
Washington St., Boston, said 
““No” to Control Master Appli- 
ances until—but here are his own 
words: 

“‘When Presto Control Master 
was first presented, due to our 
conservative nature, we were 
most reluctant to put in stock. 
However, it was not too long 
before the local TV program 
started consumers asking for 
Presto. By December our sales 
were fantastic, we were ordering 
in lots of 72 units and could 
never keep enough in stock. Al- 
ready we have had sales for 
units without the Control... 
Presto was, and still is, our No. | 
Electrical Item in sales and con- 
sumer acceptance.” 





Chicago Hardware 
Store Sells 103 
Pieces in 90 Days 


CHICAGO, ILL. Mr. Paul 
Copeland, of Chicago Hardware 
& Appliance Co., 3107 W. 11ith 
St., Chicago, shown above, was 
dubious about investing in a new 
line of traffic appliances when 
first approached on carrying 
Control Master products. Since 
taking on the line, he has reor- 
dered each week for three months 
and is continually running out. 
In three months, he sold over 
103 pieces. Mr. Copeland attrib- 
utes his success to the compact 
display for Control Master Ap- 
pliances as well as Presto televi- 
sion advertising. 


Presto (Jono Maater: Appliances - NATIONAL PRESTO INDUSTRIES, INC., Eau Claire, Wisconsin 


*Registered Trade Mark of National Presto Industries, Inc., for its Automatic Electric Heat Control. 


FOR APRIL, 1957 
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FOR FLEXIBILITY 










IN DISPLA Y ® FLEXIBILITY means, first of all, that you can 


use anything—literaliy anything at all that you 

decide upon. There are no prescriptions or limi- 

“eer > tations about what is and what isn’t beautiful. 

by Virginia Dixon A rose is beautiful and so is a spider web, and 
both have been used in jewelers’ windows to good 

effect. If you are imaginative and ingenious your- 

self, so much the better. You can concoct your 

own display settings in which to show your beau- 

tiful merchandise. And often it happens that 






The classic theme is carried out, in 
copy and decorative props, in this dis- 
play for fine jewelry. The Mozart bust 
is light-weight reinforced plaster, nine 
inches high, priced at $7.95. The grace- 
ful reinforced plaster columns are 15 
inches high; a set of six costs $32.50. 
A musical score is shown open and a 
copy ribbon extends from it. Merchan- 
dise is displayed on circular velvet- 
covered panels. Bust and columns 
from Twinkle Displays, 113 W. 27th 
St., New York 1. This firm carries 
other plaster reproductions in various 
sizes. The columns are useful display 
accessories and may be used to support 
glass shelves. 


























unique, homemade displays that burst straight 
out of the jeweler’s own mind are very effective 
indeed. 

On the other hand, if you are not in an inven- 
tive mood, you can perhaps adopt some of the 
suggestions presented in these pages and fashion 
them to your own needs. Last month we pre- 
sented chess pieces, wheels and fans. This month, 
as you see, we are showing plaster busts of mu- 
sical composers, columns and figurines. Also 


OC 9 


| Removable hardwood clip balls are 
alee ce ee used for suspending both rectangular 
. and round glass shelves. The balls, 
two inches in diameter, are made to 
fit 7/32nd inch or slightly thinner 
glass. They have screw eyes top and 
bottom for cord or chain hanging. 
Brass chain, which is quite decorative, 
is available for 15¢ a foot. The balls 
are $18.75 a dozen at Twinkle Displays, 
113 W. 27th St., New York 1. Inter- 
lacing strips of white or goldfoil make 
a decorative grillwork background and 
can be used also with a merchandise 
arrangement in the foreground. These 
come in sets of eight strips 19%” long 
and six strips 26” long and are easily 
assembled in small or large screens. 
Sets in white are $24 per dozen... 
the gold at $30 per dozen. Write: Aus- 
ten Display, Inc., 133 W. 19th St., New 
York 11. 


(above) you will see novel devices for suspend- 
ing shelves and decorative background props of 
grillwork. These are only a few of the items 
available from the display suppliers. 

The beauty of these comparatively small pieces 
is that you can use them in such a wide variety 
of manners. The greater freedom of arrangement 
you allow yourself, the greater is the chance that 
you will come up with something really striking 
and unique. 








Now’s the time to get 
set for your... 

















“In my book, the Gradu- 
ation Clock Contest is still 
good stuff. It can be made 
to sell a lot of watches 
and other graduation 
gifts. You can run it on 
a budget as conservative 
as you want,” says Wil- 
liam Scheibel, author of 
this article. 





Graduation Clock Contest 


When its hands stop, they’ll point to a boy and 
a girl winner. You'll give two watches as prizes 
—and probably sell dozens of others to parents 
of the graduates. 


® IT WAS NEW 30 YEARS AGO... it was new 15 
years ago... it will be new again this year. 
It all depends on the amount of effort and 
enthusiasm you put into it. 

As its name implies, this Graduation Clock 
Contest is a game of chance for school graduates, 
and sets up to a sure-fire market for watches and 
jewelry. But there are no limericks to write... 
no box tops to send in. . . no judges or juries to 
appoint for decisions. No one has anything to 
do except the jeweler ... and his work really 
amounts to little. 


Here’s how this promotion is done: First get 
the names of the graduates of the school (or 
schools) in your town or area. If you approach 
the school principal, with a bit of diplomacy and 
explain your program carefully, chances are he 
will give you the list of names. Try to get the 
names and addresses of the graduates’ parents, 
too. If the names can’t be had from the principal, 
ask the president of the graduating class, and 
give him some nominal gift out of your stock. 

The graduates’ names are then lettered around 
the outer portion of a clock dial that is affixed to 
an eight-day movement. The clock is fully wound, 
with appropriate “ceremonies,” about a month 
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before graduation. The clock takes about a week 
to run down, which leaves you three weeks—and 
this is the pay-off part—in which to do your sales 
promotional work. 


When the clock finally stops, the minute hand 
points to the name of a girl graduate and the 
hour hand to the name of a boy. They are the 
lucky winners and each receives a watch “abso- 
lutely free.” It is advisable to give nationally 
advertised merchandise and the retail price of 
each should be close to $50. (After all, the cost 
of the prizes and other contest expenses are 
legitimate advertising outlays and deductible from 
income tax.) 

There is another reason why you should “up- 
grade” the value of your prizes. If you award 
timepieces that retail at $49.75 you practically 
force the parents of the other graduates to buy 
watches in the same price category for their 
youngsters. 

The moment the clock stops, congratulate the 
two winners by mail. At the same time, send a 
carefully worded letter to the parents of all other 
graduates, saying you’re sorry that their Johnny 
or Mary was not selected “by the Big Clock” to 
receive a handsome $49.75 nationally advertised 
XYZ watch. 

In this letter, urge Mr. and Mrs. Parent not to 
let the fickleness of fortune deprive Johnny or 
Mary of the pride and pleasure of owning a fine 
XYZ watch. Invite the parents to come in and 


select the watch they know will give lasting 
PLEASE TURN TO PAGE 126 
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“Our new display increased sales at a fast rate,’’ say Eari E. 
and Orville R. Jones, Jones Brothers, Jewelers, Pekin, Illinois 


Jones Brothers report }ensington 


“a top line... favorite with brides” 


Jones Brothers, jewelers, Pekin, Illinois, say Kensington 
has been a good item with them for many years. And with 
the new display, sales have increased sharply. 

“Our customers like Kensington,” says Orville R. 
Jones. ‘‘Brides frequently list it when they register. And 
we like it because it’s trouble-free.” 

Kensington can stimulate sales for you, too. Kensington 
has such a wide price range, that customers—either gift- 
minded or looking for something for themselves—always 
find lovely Kensington within their means. 


Kensington ‘ye 
OF NEW KENSINGTON, PENNSYLVANIA 


A DIVISION OF THE ALUMINUM COOKING UTENSIL COMPANY, INC. 


FOR APRIL, 1957 


Besides Kensington’s satiny loveliness, customers like 
its no-tarnishing feature. Its lovely lustre lasts for a life- 
time without polishing. For the full Kensington story, 
mail this coupon now. 


KENSINGTON 
Wear-Ever Building, New Kensington, Pa. 


Please send full line Kensington catalog and ordering 
information. 


Name 


Store 





Address... stdin ae 





Zone___ State 
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FIGURE 1 


pleasure and happiness to their graduate. Natu- 
rally, you will be glad to hold it for them on pay- 
ment of a small deposit. 

The psychology in this letter has helped sell 
thousands of watches in years gone by and human 
nature ... and human reactions . . . have not 
changed. 

You can even include a special “hook.” If the 
parents bring in the letter as identification, you 
might offer them a special $5 discount on any 
watch retailing at $35 or more. Or you might, as 
your own little gift to the graduate, give a Paper- 
Mate pen or some like-priced item along with each 
watch that is sold. 


Keep a careful record of parents visiting the 
store. About ten days after the first mailing, send 
a follow-up letter to all who have not yet dropped 
in. This is a sort of “last call” warning; it urges 
the parents to prompt action if Johnny or Mary 
is to be made happy with a graduation watch. 

So far, the total cost has been for two mailings 

about 12¢ for each letter. This covers station- 
ery, multigraphing, filling in the names of the 
recipients, and first class postage. 

Now, you’re probably asking, “Should I adver- 
tise the contest in my local newspaper ?”’ 

The answer is probably Yes—if you are located 
in a small city where there are only one or two 
schools. The newspaper will probably give the con- 
test a free “puff.” 

Don’t count on advertising the contest if you’re 
in a residential or neighborhood shopping district, 
in a big city. Depend entirely on the letters. 


Now for how to build the clock. We’ve already 
told how to get the names of the graduates and 
their parents. So let’s assume you have them. 
Count the number of boys’ and girls’ names. The 
names of the larger group will be lettered on the 
outer portion of the dial. The other, smaller group, 
will be lettered on the inner band of the dial. 

Suppose you have 73 girl graduates and 62 
boys. Allow at least 54” space for each girl’s 
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FIGURE 2 














FIGURE 3 


name. This means that you will need about 45” 
of space in which to letter 73 names. In other 
words, the circumference of the clock dial will 
have to be 45 inches. Since the diameter of a 
circle is about one third the circumference, your 
dial will have to be 15 inches in diameter. 

Next, select a sheet of stiff white photo-mount 
board, binder’s board, compo-board or any other 
similar material that can be cut easily into a cir- 
cular disk. (One surface should be white or nearly 
white. ) 

Use a large compass set to start a radius of 714” 
to make the circle. If you don’t have a big com- 
pass you can easily make a substitute. Take a 14” 
strip of heavy wrapping paper or thin cardboard 
and mark off on it two dots exactly 714” apart. 
Put a thumbtack through one of the dots and the 
point of a sharp lead pencil through the other dot. 

Now put the thumbtack into the center of the 
cardboard out of which you will cut the dial. 
Stretch the paper strip as taut as you can and 
then, using the thumbtack as a pivot point, swing 
the penci] around in a circular manner until you 
have outlined the dial (figure 1). 

Now put two more dots on the same strip of 
wrapping paper or thin cardboard. The first dot 
will be 2” in from the dot through which the 
pencil point was used. It should, therefore, be 
exactly 514” from the thumbtack. Put another 
dot 2” in from this second one. It will be 314” 
from the tack. Now proceed as before. Put the 
sharp pencil through the second dot and make 
a circle and repeat this with the third dot. 


You now have three concentric circles; 15”, 11” 
and 7” in diameter. Your dial is now ready to be 
cut out along the outer, bigger circle. (See figures 
1 and 2.) 

It may be necessary to apply two or three thin 
strips of wood or cardboard to the back to rein- 
force the dial against warping or buckling. Glue 
strips 214” wide to the back of the dial at right 
angles to the grain of the board used for the dial. 


(See figure 3.) 
PLEASE TURN TO PAGE 128 
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Only UNIVERSAL (“spheu 


gives you Chrome on 


i 
Solid Copper 


cece 


a new 8-cup model 


for only 








DON’T BE SWITCHED into stocking any other coffeemaker when 


you can get everything in this new Universal Coffeematic. Get new styling that 








beats anything on the market . . . automatic features that have made Coffeematic 


first over all others, plus top-quality chrome-on-copper construction. Get all 

this, now at a price that makes it the outstanding value over all other coffeemakers. 
All your customers will be reading about this Coffeematic bargain in 24 national 
magazines and 35 key market newspapers during the next 90 days. Don’t be 


caught short ... stock up now! 


Famous Coffeematic 
features at a 
new low price! 
FLAVOR-SELECTOR COLD-WATER PUMP 


Brews exactly to the Starts perking almost im- 
strength you select, mild, mediately. Coffee never 
medium or strong. comes to a boil. 


Sell More in ’57... 
GO UNIVERSAL! 


* HEAT-SENTINEL 
Keeps coffee at serving 
temperature with no in- 
crease in strength. 


LANDERS, FRARY & CLARK, NEW BRITAIN, CONN. 


FOR APRIL, 1957 








Jhis 
XYZ WATCH 
goes bo the 
LUCKY GIRL WINNER 





Now, using black paint or india ink, put a 14%” 
stripe along the extreme outer edge of the dial so 
that this stripe “bleeds off’’ the edge. In similar 
fashion paint the other two large circles in black 
to make them stand out. 


We’ve already decided to allow 5%” for each 
girl’s name. Mark off a series of dots along the 
outermost edge of the dial exactly 5%” apart. 
Draw lines from these dots toward the exact 
pinhole center of the dial but do not go beyond 
the second circle. Letter in the girls’ names be- 
tween the lines on the outer circle. 


The circumference of the middle circle is about 
3414”. If you divide 3414 by 62, the number of 
boys’ names, you get about 17/32”. So lay off 
spaces of 17/32 inches on the second circle and 
draw lines from these dots toward the pinhole 
center of the dial but do not go beyond the third 
or innermost circle. In these spaces, letter the 
names of the boy graduates. (See figure 4.) 


Also letter in the little legend, as shown, in the 
center of the dial and make a hole for the center 
post of the clock movement, which is then fast- 
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FIGURE 4 





XYZ WATCH 
goes to the 


LUCKY BOY WINNER 


“G 





ened to the back of the dial. All you now need are 
the clock hands. 

To point out the name of a girl graduate, the 
minute hand must be at least 6” long; the hour 
hand (moving among the boys’ names) should be 
at least 4” long. This should pose no problem for 
any jeweler or watchmaker, so no further com- 
ments are needed. 


Invite the mayor or another local celebrity to 
act as official clock winder. Or ask the president 
of the graduating class to perform the ceremony; 
most people will be delighted with the honor. 

Meanwhile, dress your window with an inviting 
display of watches, pen and pencil sets, wallets, 
pearl necklaces, cuff link sets, silver flatware and 
other merchandise that appeals to young adults. 

Display pennants in the background and on the 
sides. Put a couple of graduation caps in the 
center about 30” apart and use them as display 
bases. Show the prize watch for the boy graduate 
on one, and the watch for the girl on the other. 
Identify the prizes with small display cards. (See 


figures F and G.) 
PLEASE TURN TO PAGE 129 
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A new sales and profit opportunity for jewelry stores... 


The SYLVANIA @7Kundechied 


exciting new transistor personal portable radio 


Sylvania’s new transistor-powered Thunderbird com- 
bines years-ahead styling and high powered performance 
to give you radio’s most distinctive sales appeal. 

Its deluxe transistor chassis is enclosed in a trim 
jewel-like cabinet of unbreakable plastic, designed to 
meet the discriminating tastes of modern living, color- 


RADIOS CLOCK-RADIOS 


PORTABLES 


styled in a striking two-toned color combination. 

This hand-sized portable with giant-size speaker pro- 
duces “‘console quality”’ tone . . . with the sharpest 
selectivity ever. It’s SYLVANIA-engineered to out- 
perform portables twice its size. Provides longer range, 
greater volume, better reception. 


See the profit opportunities with the complete 
Sylvania radio and hi-fi line on next page 


HI-FIDELITY PHONOGRAPHS 
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MODEL 1102 “ 






The most advanced concept in 
illumination and styling gives you 
the radio industry’s brightest 
profit potential. Sylvania Radios 
from $19.95, Clock-Radios from 
$29.95. 












Sylvania's High Fidelity portable phonograph 
Model 4403 makes every phonograph 
prospect your CUSTOMER 


This lightweight, rugged portable 
phonograph features dual speakers, in- 
cluding 8” woofer and 4” tweeter. 

Separately variable tonal 
control enables listener to 
adjust tonal response to 
individual preference. 
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The new Sylvania “phone-radio”’ consists of a control unit and 
an auxiliary unit, each equipped with a matched microphone- 
speaker. The auxiliary unit actually enables two-way conversa- 
tion with any room of home or office. Suggested Retail Price, 
$39.95 complete. 


SYLVANIA “CABINET OF LIGHT’ RADIOS 


new life in your sales and profits 
with a a quality Radio and Hi-Fi line that sells. 


SYLVANIA 


New, low cost, 2-way, Intercom Radio 


Combination AM Radio and Intercom provides New sales appeal 
for table radios. 


The Exclusive Syivania Twilighter Model 1202. Unique 
interior lighting penetrates a distinctive cabinet pat- 
tern, providing full-front illumination to complement 
the most modern home decorating motifs. 
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The Sylvania Star-Timer Model 2301. Starlight de- 
sign, a Sylvania exclusive, gives asmart ‘‘dimensional’”’ 
effect, makes clock numerals easily readable from any 
point in the room. 








AY 


Effective Local Store Promotions 


Complete point-of-sale merchandising displays enable 


you to demonstrate these exciting models 
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This handsome phone-radio display 
can be used any place in your show- 
room either as a single unit or sep- 
arated. 
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Demonstrate the thrill of the Thun- 
derbird. This traffic-stopping display 
enables your customers to play the 
Thunderbird open or closed. 

























neers” every Saturday evening on CBS TV. 


Network Television. Sylvania will sell the entire quality at 
radio and hi-fi line to millions of TV viewers on ““The Bucca- © hi-fi line and my merchandising and profit opportunities. 





and hi-fi line, fill out coupon at right and mail today! 


For additional profit information on the Sylvania radio 
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Keep your eye on 


¥ SYLVANIA 


. fastest growing name in 









° SPORTS 
meeusonae ote Laquvte ILLUSTRATED - Radio Sales Department, Sylvania Electric Products Inc. 
PROMOTION linia @ Radio and TV Division, 700 Ellicott Street, Batavia, New York 


Store name 





Please send me additional information on the Sylvania radio and 
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| WHO WILL BE THE | BIG pod OcK Reward Your Congratitate We are 
eS abakneuaiiiaek GRADUATE'S YOUR GRADUATE HEADQUARTERS 
vill be fll woune May 9*..or May 10* Big Achieve ment with a famous for fine quality 
is Bese Cap Who will be with a XYZ WATCH GRADUATION 
YOR JOHN BROWN 
Friday May O* LUCKY GRADUATES " Al 4 Git Moaye GIFTS 
"LUCKY GRADUATES \VZ WATCHES JEWELRY a se 
selected by the hands Absolutely FREE? From § 24.15 complete assortmenk 
each will receive a 
+4975 Nationally Famous 
XYZ WATCH 
Absolutely FREE! 
WHO WILL BE THE TWO 
LUCKY GRADUATES 
Whad a LUCKY BOY ! What a LUCKY GIRL! 
THIS WATCH THIS WATCH OF LINCOLN HIGH SCHOOL 
WON BY WON BY ° 4 TS 
72 Poplar. Street 48 Sycamore Rd. X T Z WATC HI E S 


Also show a good photograph of the school 
whose graduates’ names are on the clock dial. 
(If you are “working” with two schools it would 
be advisable to have a separate clock for each 
institution.) Roll up a sheet of white paper to 
look like a diploma, and tie silk ribbon in the 
school colors around it, in a large, beautiful bow. 
Position this “diploma” between the two gradua- 
tion caps. 

You can include a photograph of the football 
team or the baseball team. But don’t overcrowd 
the window. Keep it interesting; show plenty of 
merchandise. And allow enough space for the 
various display cards that must be used to tell 
the story of the clock properly. 


Hang the clock from the ceiling in the center 
of the window, with silk ribbon or braided silk 
rope. Under the clock, show display card “A.” 
Immediately after the clock has been wound re- 
place card “A” with card “B.”’ In other parts of 
the window you can show cards something like 
~S, 4. 

The moment the clock stops and the hands 
point out the names of the two winners, replace 
cards “F” and “G” with the new identifying cards 
“H” and “K.” That is all there is as far as your 
window is concerned. 


Let’s go back a bit to the point where you have 
trimmed your window and hung the clock. We’re 
now ready to start the real promotion. 

Print enough post cards to send one to each 
graduate whose name is on your clock (or clocks). 
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Absolutely FREE ? 
Nothing to buy.,.nothing to write. 


Just watch the big 
GRADUATION CLOCK 


iN our Window . 


MAYOR JOHN BROWN 


will officially wind the clock 
and start it on its LUCKY RUN 
FRIDAY, MAY O™....33°P.M. 


Be on hand. Leok for' your name 
onthe dial. You MAY WIN ! 


JONES JEWELERS 


PUBLIC SQUARE ...... SINCE I*f0 


lsccinsigsis ilies 


FIGURE 5 














Copy for this card is shown in figure 5. The same 
text may be used on a handbill or a throw- 
away which should be given to each student as 
he leaves the school building or campus. Do this 
on the same day that the post cards are mailed 
or on the very next day. 

If the school publishes a newspaper or maga- 
zine, run a small advertisement with the same 
text as display card “B.” Add your store name, 


of course, at the bottom of the ad. 
PLEASE TURN TO PAGE 13} 
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This merging of talents and facilities means that TOASTMASTER 
products are bound to be even better in the future. 

As you know, a wonderful new TOASTMASTER Automatic Fry 
Pan and a Steam and Dry Iron have already joined the famous 
TOASTMASTER Toasters line. Other appliances will follow soon. 
It goes without saying that every product will be top quality, of 
advanced design. And they will be competitively priced. 


Significant for TOASTMASTER Dealers everywhere is 


this announcement released early this year. 


For Dealers who want their sales to stay sold, and attract more sales 
from customer satisfaction, this happy linking of two strong and 
highly skilled organizations should be welcome news. 


TOASTMASTER 


“ TOASTMASTER™ is a registered trademark of McGraw-Edison Company, Elgin, Illinois. ©19$7 
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GRADUATION CLOCK CONTEST (conclusion) 


Nothing further can be done now until the 
clock stops. When this happens, send a letter of 
congratulation to the twe winners. It should read 
something like this: 


Miss Elaine R. Jones 
48 Sycamore Road 
Pleasantville, Kansas. 


Dear Miss Brown: 


Congratulations . . . the big clock in our 
window has selected you as one of the two 
lucky graduates to receive a famous nationally 
advertised $49.75 X YZ watch. We share with 
you and with your parents the happiness this 
good fortune brings you. 

You will always take pride in wearing your 
X YZ watch because of its outer beauty and 
its inner perfection. It will keep you on time 
for your important appointments. It will help 
you be punctual, a virtue that pays off in busi- 
ness as well as in social life. 

Your watch is now on display in our window. 
Bring your friends around to see what a real 
beauty it is. We'll be happy to deliver it to you 
at any time after Saturday, June XX, so that 
you can wear it proudly at your graduation. 

We trust that you will derive as much 
pleasure wearing it as we have in presenting 
it to you. Good luck to you. May every minute 
of your post-graduate life be happy and suc- 
cessful. 

Cordially yours, 
Jones Jewelers 


As mentioned before, the first letter to the 
parents is mailed out almost simultaneously with 
the above letter to the two lucky winners. The 
letter to the parents should read something like 
this: 


Mr. and Mrs. John Parent 
63 Walnut Drive 
Pleasantville, Kansas 


Dear Friends: 


The big clock in our window has stopped and 
has selected Elaine R. Jones and John R. Smith 
as the two lucky graduates to receive nationally 
famous $49.75 X Y Z watches, absolutely free. 
We know that you join with us in congratulating 
them and wishing them all that is good. 

We wish that your graduate could have been 
one of these two lucky persons. For atfter all, 
there is no finer gift for any graduate than a 
handsome, dependable watch. 

With an X Y Z watch on the wrist, a graduate 
can go out into life ready to keep important 
appointments on time. For in all business life 
there is no virtue, next to honesty, that can com- 
pare with punctuality. 

So don't let the fickleness of fortune deprive 
your graduate of the pride, pleasure and bene- 
fit of wearing an X YZ watch. As our special 
gift to your graduate we will give you a fine 
Paper-Mate pen, absolutely free, with the pur- 
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chase of any X Y Z watch selling for $35 or more. 
A small deposit will hold any watch or gift 
you select until wanted for presentation. Come 
in tomorrow while our selection of watches and 
fine jewelry is still complete. 
Cordially yours, 
Jones Jewelers 


If Mr. and Mrs. John Parent do not come in 
within the next 10 days a follow-up letter is sent 
to them. It can be made to read something like 
the following: 


Mr. and Mrs. John Parent 
63 Walnut Drive 
Pleasantville, Kansas 


Dear Friends: 


Graduation Day, like Time itself, waits for 
no man. In exactly XX days the big and happy 
event will be here. 

Many of our young men and women will 
accept their diplomas with double pride and 
happiness because this big day in their lives 
will have been commemorated with a fine, de- 
pendable X Y Z watch. If you haven't already 
selected a gift for your graduate we urge you 
to do so at once. 

Don't deprive your loved one of the life-time 
pride, pleasure and benefit of wearing an X Y Z 
watch. In business and in social life punctuality 
is a most important virtue and hence a depend- 
able watch is a vital necessity. 

We have a fine Paper-Mate pen which we 
are going to give to your graduate when you 
come in to buy your gift watch. Just bring this 
letter with you for identification. 

Cordially yours, 
Jones Jewelers 


And as they always say on radio and television, 
that about wraps it up. It’s the complete story 
of the graduation clock contest. It’s a promotion 
that was new 30 years ago, but it is still as fresh 
and as new today as it was then . . . provided 
that you breathe into it the breath of today. 


We have no doubt that many 
JC-K readers will adopt Mr. 
Scheibel’s idea and run a Gradua- 
tion Clock Contest. If you use tt 
in your store, either exactly as it 
is presented here or with any 
modifications, won’t you write in 
and tell us what it did for you? 
ED. 





Free! Your Guide To Selling More Tableware! 


SEND THIS COUPON FOR YOUR FREE COPY NOW! 
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I McCALL’S, 230 Park Ave., New York 17, N. Y. 
Dept. JB-1 


Please send me each issue of “McCall’s Tableware 
Buyers’ Pocket Letter”, without charge. 





Firm 








Address 








Let McCall’s Tableware Buyers’ Pocket Letter help you 
sell more silver, china, glass and tableware accessories. 
You’ll profit from McCall’s up-to-the-minute reports 

in the Spring 1957 edition on new products, latest 
trade information, news about patterns, descriptions of 
manufacturers’ sales-aids, retail sales-training tips 
and point-of-sale recommendations. Also helpful 
selling and merchandising ideas from editorial features 
and advertising messages that have appeared in 
McCall’s—the magazine that pre-sells tableware to 
more than 4,800,000 families every month. 


McCalls 


The magazine of Togetherness, reaching more than 4,800,000 families every month 
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Right—Inspired by the stars is this 

pair of “Vega” candleholders in hand- 
sculptured French crystal; 8 in. diam- 
eter, $32.50 retail. From Daum-Lalique 


Div. of French Glass Co., Inc., N. Y. 


Far right—New “Pyramids” design in line 
of Impromptu china shows distinctive geo- 
metric border done in muted grays; 16- 
piece starter set may retail for $16.95. 

By Iroquois China Co., of Syracuse, N. Y. 


Right—*“Gossamer” is the name of this 
delicately simple pattern hand-cut in 
crystal stemware, to retail for $36 a doz.; 

7 in. plate, $36 a doz.; 8 in. plate, $39. 

By Fostoria Glass Co., Moundsville, W. Va. 


Far right—Two of the “Flower-of-the-Month” 
series of cups and saucers in Tuscan bone 
china from England; 12 appropriate de- 
signs, to be retailed for $36 a dozen. 

From Ebeling & Reuss Co., Philadelphia. 


Right—*“Greta”-—new stemware pattern 

in Swedish crystal, styled in America 

by Frederic D. Farrell; stemmed pieces 
$18 a doz. retail; iced tea, $21 a doz. 
From D. Stanley Corcoran, Inc., New York. 


Far right—From new “Carefree” line of 
ovenproof china, 121% in. platter, $4.95 
retail; copper-topped casseroles, $6.95 
and $9.95; copper warming stand $7.95. By 
Syracuse China Corp., of Syracuse, N. Y. 


Table top fashions .. . 
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PROFILE.* Oneidacraft* De Luxe Stainless ie 2 


ACCEnr * 


* Premier Stainless 


Oneida 
; craft* 
eLINE.” Oneidacraft t* De Luxe Stainless 


SHOR 


STAINLESS by ONEIDA 


It will work for you because the outstanding beauty of this American-made 





Set combinations of these 


stainless by Oneida will stand out over all other brands. And your cus- er 23 available in 
tomers will be sold when you tell them how it works for them. Extra- Pane Gre SORE Oy a 
a= , - extra cost. 16-pc. starter 
heavyweight stainless is scientifically graded to ‘‘feel’’ good. Correct bal- a aa de 
Luxe Stainless, only $14.95 


...Oneidacraft Premier 
the de luxe, smoothly polished finish. Serrated, forged knife blades won’t Stainless, only $19.95. 


ance and thickness give each piece rugged strength—help it withstand 


long, hard wear. It’s easy to wash and dries without streaking, thanks to 


loosen with wear or washing. No wonder stainless by Oneida is so popular. 











iDAC Created in the Design Studios of iDAC 
ne ng ove Rar, 


S V htt ONEIDA LTD. sicversmitus © Lremivr 9 


J 
L 
Stainces® Oneida, New York Stainc_es? 


*TRADEMARKS OF ONEIDA LTD. 
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Right—Just re-introduced, revival of 
century-old ironstone dinnerware design 
in white, by William Adams & Sons, Eng- 
land; 5-pe. setting retails at $2.75. 


From Fisher, Bruce & Co., Philadelphia. 


Far right—Made in pure white Bavarian china 
by Lorenz Hutschenreuther, this Madonna 
and Child figure (144/487) designed by 

C. Werner; 6 in. tall, it retails for $14.50. 
From Paul A. Straub & Co., Inc., N. Y. C. 


Right—French scrolls done in shades 

of charcoal gray finished with platinum 
lines make up new “Coronet” pattern in 
bone china; 5-pc. setting, $16.95 retail. 
From Doulton & Co., Inc., of New York. 


Far right—Canape set in Old Grecian Flute 
shape in English bone china, decorated 
with gold, retails at about $3.95; tea- 

cups, teaplates, coffee pots to match. 


From Geo. Borgfeldt Corp., of New York. 


Right—New 8-pc. shrimp set in Ebonite 
(new material in Styron) includes four 
snack trays in black or golddust and feur 
clear sauce cups, may retail for $3.30. 


Distributed by Rubel & Co., Inc., N. Y. 


Far right—*Helmet” Spode Lowestoft creamer 
in Jamestown pattern, with special 
backstamp in celebration of 350th anni- 
versary of Jamestown, Va.; retail $7. 


From Copeland & Thompson, Inc., N. Y. 


Table top fashions 
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America’s 8,500,000 young women under 20 are in 
the market for your merchandise today. 






Every year, they spend almost four billion dollars 





of their own money. 






And they’re going to keep right on buying for the 
rest of their lives! 







Shopping is a habit. Spending is a pattern. 4 
preferences are formed during the teen yez e. 












An entire generation of customers is learnt 
lifetime from SEVENTEEN—thgi@iagazine read 










issue-after-issue by every# your town— 


is eirls out to buy! 





the one magazine that a 







a s Big . mn pach 


488 Madison Avenue, New York 22, N. Y. 


CLOSING DATES: JULY 4-COLOR, 4/19; JULIEN 
JULY B&W, 5/10. NO PLATES REQUIRED Se 
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Sometimes a new idea is so good you wonder 
why nobody ever thought of it before. We heard 
recently that Albert S. Rose, jeweler of Meridian, 
Miss., was running bridal-pattern ads not in the 
advertising section of the paper but on the society 
page. It struck us as so unusual we talked to him 
about it. He’s a friendly man, as most Southerners 
are, and he opened right up. After all, it’s his 
favorite subject. Why wouldn’t it be? 


© “IT WASN’T ME THAT THOUGHT IT UP,” he said 
smiling. “It was one of my brides. She came in 
last July and said, ‘Mr. Rose, couldn’t you run a 
picture of me choosing my pattern from you in 
the society section of the Sunday Meridian? All 
my friends would be sure to see it.’ 

“IT cocked an eye. ‘You bet I could, honey,’ I 
said. 

“Well sir, if that girl’s friends had been lined 
up holding hands, they’d have stretched from here 
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Ads on Society Page Sell Sterling 


Mr. Rose usually runs 
his ads three columns 
wide and about 
eight inches deep. 


He wants to be sure they’re 


big enough to catch 


everybody’s attention. 
He believes he reaches 
twice as many people 
through these 
“society” ads as he would 


by direct mail. 


to Mobile. And they all came in and bought her 
gifts. They completed her service. She'll never 
have to buy another piece of silverware as long 
as she lives.” 

““And that was the beginning of it?” we said. 

“That was only the beginning. I was just ask- 
ing myself if we couldn’t have a repeat when an- 
other girl came and asked for it. That’s the way 
it’s been ever since. I can’t take ’em all. I pick 
out the socially prominent ones, of course. 

“You wouldn’t believe the number of additional 
small sales we’re making now—teaspoons, for in- 
stance. The phone keeps ringing all the time— 
customers calling in to place their orders. Lots of 
them are new customers, or they were. They soon 
become regulars and buy for themselves as well 
as for other people. 

‘“‘We run the ads three Sundays out of every 
four and people watch for them. Man, it’s the 

PLEASE TURN TO PAGE 139 
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Another society 

ad shows a 

bride-to-be talking 
matters over with 
the bridal consultant in 
the Rose store. 

The newspaper’s 
advertising department 
takes the pictures 

and Mr. Rose pays for 
the engraving. The 
paper furnishes him an 
extra print to give 

the bride for her 


Bride’s Book. 





CONCLUDED FROM PAGE 137 


greatest stunt I’ve ever struck. My supplier said 
to me, ‘Rose, wha-happened? You’re doing twice 
the business you used to do.’ And that’s true. 
The last five months have almost equalled the 
twelve preceding months in dollar volume of sil- 
ver sales.” 

“Is it just silver,’ 
glassware, too?” 

“It’s china and stemware too, but the empha- 
sis is on the sterling. I list all three patterns— 
silver, china and glass—the girl selects. Some- 
times I don’t carry them all myself but I list them 
in the ad just the same. If one’ of the lines is 
purchased somewhere else, that doesn’t do me 


we asked, “or china and 
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any harm. The girls appreciate the service and 
I sure get my share.” 
“Have other stores latched on to this, Mr. 


79 


Rose ¢ 

“Yes, some here in the South. If they ask for 
samples of my ads, I give them to them. Once or 
twice I’ve heard that a salesman passed on the 
idea farther north. I think it would probably 
work anywhere but I suspect it would do best in 
a town of, say, a hundred thousand or less where 
people know one another. It’s not really wide- 
spread.” 

“It sure ought to be,”’ 
good luck.” 


we said. “Thanks and 





40-pc. dinnerware set offered for only $1°° 


with regular $597 service for 8 in 


TUDOR PLATE 


Oneida Community 


So successful when advertised last fall in LOOK magazine, this combi- 
nation offer will be repeated this spring in the May 14 issue of 
LOOK (out April 30) . . . where more than 20 million readers will 
see its full value. If you didn’t cash in on this sale before (or 

even if you did), here’s another big opportunity to sell your 
customers a complete tableware service . . . for only $1 

more than the price of the silverware alone! 


Here’s how the offer works: Customers buy a 52-pc. service for 8 in 
Tudor* Plate Oneida Community at regular price—$59.75. 


They then get a complete dinnerware service for 8, in lovely Magnolia 


pattern, for just $1. Offer includes spacious blond or mahogany- 
finish drawer chest, plus choice of silverware patterns shown. 


Stock up now... and profit all spring! 


*®TRADEMARKS OF ONEIDA LTD., ONEIDA, N.Y. 
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Repeated by popular demand! 
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How to use word magic in selling 


by Jack Bedford 


Words are the most important tools in a jeweler’s 
sales kit. Are your words working for you or 
against you? 


® THE SONG WRITERS who penned the lines for the 
popular tune “You, You, You”? employed word 
magic in the title. It has a natural and universal 
appeal. When a romantic young man hears a 
beautiful girl sing the song, he hears the “you, 
you, you” as though she were singing “me, 
me, me.” 

Jewelers can borrow a page from this funda- 
mental sales strategy and woo their customers 
with the sales-sweet words—You, You, You. A 
customer hears the word “you” and it comes out 
“me.” It puts her into the sales picture and makes 
the closing easier. 


Here are seven fairly typical sentences which 
you might use in your sales talk: 

1. This bone china is translucent if held up to 
the light. 

2. A year’s guarantee goes with this watch. 

3. A diamond “is forever’’—that’s why it’s such 
a cherished gift. 

4. A brooch like this goes well with any cos- 
tume. 

5. Heavy chain necklaces are in fashion this 
year. 

6. This little transistor radio can be carried 
around easily. 

7. Scarab jewelry is always colorful and gay. 


There’s not a single “you” in any one of these 
sentences. Now let’s put “you” into them and see 
how they spring into life. 

1. Take the plate in your hand, madam, and 
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hold it up to the light. See how translucent it is? 
That’s how you know you’re getting really fine 
bone china. 

2. When you wear this watch, you won’t have 
to worry—you get a year’s guarantee. 

3. A diamond “is forever”—that’s why it means 
so much to you and to the lady you give it to. 

4. You can wear this brooch with any of your 
costumes and it will look well. 

5. You’ll know you’re right in fashion wearing 
a heavy chain necklace. 

6. You can carry this little transistor radio 
around with you as you go from room to room— 
or you can take it out into the garden or you can 
take it with you in your car. 

7. You'll always feel cheerful when you wear 
a piece of scarab jewelry— it’s so colorful and gay. 

Don’t be afraid you are using “‘you” too often. 
The customer won’t be aware of it. She'll just 
think what a nice person you are. 


“As You Know.” These three little words can 
be real sales magic for a jeweler who puts them 
to work. Every time you use the expression “as 
you know,”’ you give your customer a subtle com- 
pliment. You indicate that you recognize that she 
is well informed. And you have an opportunity to 
repeat sales points with extra emphasis. 

Regardless of whether or not she knows what 
you are telling her, she will agree. Vanity enters 
into it. She goes on record as “knowing” because 
you have said that she does. 


“What Is Your Opinion?” Asking a customer 
for her opinion is another subtle compliment. It 
gets away from the thought that you are trying 

PLEASE TURN TO PAGE 152 
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a womans world... 


chooses the *1 magazine for women 


WOMEN HAVE A WORLD OF THEIR OWN...AND A 
MAGAZINE OF THEIR OWN...LADIES’ HOME JOURNAL 


“The Journal’s audience of devoted women,” says Oneida’s ad- 
vertising vice president, Mr. Dudley Sanderson, “is Heirloom 
Sterling’s natural market. And, in turn, quite naturally, 
Heirloom’s primary advertising investment is made in Ladies’ 
Home Journal.” 


Silverware is one of the most meaningful as well as one of the 
biggest purchases a woman makes. She plans long and weighs 
her decision carefully. In making this decision, and many others, 
more women refer to Ladies’ Home Journal than any other 
magazine. In leading jewelry stores and department stores 
everywhere, every other woman shopper is a Ladies’ Home 
Journal reader. ; dl 


Almost twice as many women buy the Journal as buy the 
leading weekly magazines. Today, the Journal’s circulation is 
more than 5,600,000 and growing. 


Women have a world of their own... 


and a magazine of their own... 


A CURTIS PUBLICATION 





No. @ in circulation * No. @ in newsstand sales * No. @ in advertising revenue 
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Primula Bowl K. 189 
Retail price: 


9 inch—$7.20 1 © pies 
12 inch— Cucumber Tray 


$12.00 “Ameer” K. 94 
; (151% inches long) 
Retail price: $5.40 


In addition to the world famous Spode 
dinnerware in Earthenware and Bone China, 
Spode also makes an extensive line of 
“Fancies” and other gift or traffic items. For 
information, call at the showroom or write to 


Wholesale Distributors 
Copeland & Thompson, Inc. 
206 Fifth Avenue, New York 10, N. Y. 





Spode 


DINNERWARE 














"CLASSIC" CANAPE SET 


Graceful and practical is this new canape set in English 
bone china—‘“Classic” design in pure white with gold 
edge band. Eight-piece set, including four plates and 
four footed teacups, may be retailed for $10. 


Available for Immediate Delivery 


GEO. BORGFELDT 
CORPORATION 


Established 1881 


44-60 E. 23RD ST... NEW YORK 10, N. Y. 


712 S. Olive St. (Merch. Mart) 44 York St. 
Los Angeles, Calif. Toronto, Ont., Canada 
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China 
Glass & 
Giftwares 


by MADELINE LOVE 


scribed the increased profits made by a drug 

store soda fountain when a new rule was 
adopted. The men behind the counter were in- 
structed to respond to every order for such a 
drink as a malted milk with the question: “Do 
you want one egg or two in it?” Few customers, 
they found, could resist the suggestion that a 
malted milk drink should contain at least one 
egg, even though the thought had never crossed 
their minds, and they had to pay more for the 
drink. 

Such a psychological gimmick can be useful in 
a jewelry store too. No doubt you have known 
that for a long time, but are you sure your sales 
force is equally aware of the importance of sug- 
gested selling? 

Take for instance—stemware. 

The goblet is, of course, the most important 
item, just as the plate is the dominant piece in 
dinnerware. but neither develops its fullest 
sales potential when it is offered alone. This has 
been recognized for years in the china field, 
where dinnerware is displayed and sold almost 
entirely by the place setting—that is by grouping 
together the five most needed items and selling 
them as a unit. And it has proved itself as a 
sales builder, otherwise neither manufacturer 
nor retailer would care to continue with it. 

Yet the idea does not seem to have caught on 
widely enough in the stemware field. There are 
exceptions, naturally—stores which have suc- 
cessfully merchandised their glassware in 5-piece 
place settings as suggested several years ago by 
a group of American glass manufacturers. This 
unit consists of goblet, sherbet, iced tea, fruit 
juice glass and 7” plate and it lends itself readily 
to the “one egg or two” selling concept. 

One such store is cited by the Fostoria Glass 
Co. as among its very best stemware customers. 
Fostoria does much to foster the place-setting 
idea through its national advertising, and be- 
lieves that this store’s increased stemware sales 
are a direct result of a systematized plan for sell- 
ing units of five pieces instead of one. 

The main purpose of the plan is to include as 
many as possible of the five pieces in the orig- 
inal sale, so that the customer may have them 


os an years ago a book on sales efficiency de- 
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SILVER CITY 
ANNOUNCES 
A NEW PATTERN 























MODERN SALES APPEAL — TRADITIONAL QUALITY 


An eye-catching new pattern that is sure to lead your 
sales of fine sterling on crystal, just introduced as 
part of Silver City’s Fiftieth Anniversary celebration. 


Write for brochure illustrating the many pieces with 
this beautiful new design, and complete catalog of 
nationally advertised non-tarnish silver or 
22 carat gold on crystal. 


SILVER CITY GLASS CO., INC., MERIDEN, CONN. Sher ) Gy 























Photo courtesy of THE GORHAM COMPANY _™ 
Silversmiths and Goldsmiths 2. 
Providence, R. |}. 
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Sterl ling” 


S) DET Is A HOST’S BEST FRIEND 














It may be just a cocktail party — or it may be a reception, 
anniversary or dinner. But whatever the occasion, formal or 
informal, it is enhanced many times when Sterling Silver 
shares the duties of host. For Sterling imparts a feeling of 


tone and distinction that adds to the pleasure and enjoyment 





of everyone. Sterling is indeed a host’s best friend. 


HANDY & HARMAN 


82 FULTON STREET e NEW YORK 38, N. Y. 


Made by a time-tested process that 
assures the utmost in working and fin- 
ishing properties and unvarying uni- 
formity, Handy & Harman Sterling : 
is indeed the Silversmith’s best friend. UPTOWN BRANCH—44 WEST 46th STREET, NEW YORK 36, N. Y. 





Quality frrecious metals since 1867 


BRIDGEPORT, CONN. © CHICAGO, ILL, ¢ LOS ANGELES, CALIF. © PROVIDENCE, R.1I.* TORONTO, CANADA 








all in her home and become accustomed to using 
them. The goblet is offered first, of course, with 
the sherbet and the plate added at once to create 
the indispensable basic service. The fruit-juice 
glass and iced-tea glass are brought on next, one 
by one, offering the customer “everything she 
needs in glass to serve three meals a day, from 
the simplest breakfast to a formal dinner.” The 
other stemmed pieces—wines, cordials, cocktails, 
and so on—are not ignored of course but, as it 
is in china and silver, the place setting is given 
prime importance. 

This sort of suggested selling may be normal 
operating procedure in your store. Perhaps the 
chief differences would lie in the fact that in 
the store mentioned here, it is a definite ‘rule 
never to show the goblet alone, and a step-by- 
step system has been built up and taught to the 
members of the sales force. 


ACQUES HOUDAILLE, owner-director of Choisy- 

le-Roi, which comprises several French glass 
factories, is shown here with L. B. Sark (right), 
general manager of the French Glass Co., Inc., 
American affiliate of Houdaille, during a recent 
visit to the glassware market in this country. He 
observed American merchandising methods and, 
accompanied by V. A. Wewerka, counsel to the 
Union of French Glass Industries, spent a few 
days at the Chicago Gift Show. 

Mr. Houdaille represents the third generation 
of his family’s successive ownership of Choisy- 
le Roi, which was founded in 1720. It produces 
such various wares as Sevres crystal, perfume 
bottles and flacons, industrial glass, institutional 
glass and medical glass. 


hi. pieces of Spode china, earthenware 
and Lowestoft ware dating from 1770 to 
the present were included in a special exhibit of 
Spode held by Tiffany & Co., New York, from 
March 4 to 25. Every English monarch since 
George III has awarded the Royal Warrant to 
Spode, ordering special sets for royal entertain- 
ing, and included in the Tiffany showing were 
patterns made for the Duke of York, the Duke 
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WINSOME 
CHARM 


BING AND GRONDAHL 


In-stock service! 
Prompt delivery’ 


No packing or cartage 
charge! 


100% profit! 
Nationally advertised! 














































of Kent, George Washington at Mt. Vernon, 
Thomas Jefferson, Queen Charlotte, Empress 
Catherine the Great, Queen Victoria, and other 
great figures of history. One table was set for the 
dessert course using George IV’s own Chinese 
lacquer red, gold and white service, backstamped 
with the three plumes of the Prince of Wales 
since the service was ordered while he was still 
a young prince. 


Josiah Spode, who founded the company, con- 
tributed to the development of pottery in two im- 
portant aspects—the perfection of bone china and 
the perfection of underglaze blue printing on 
earthenware. A part of the exhibit consisted of 
pieces from a set of 18th century underglaze blue 
designs which reproduce the illustrations of a 
book on hunting in India, which was a best seller 
of its time. Spode’s business partner, Copeland, 
ran the London salesroom and eventually the fam- 
ily bought out the Spode interests, with the 
sixth generation of Copelands operating the 
Spode Works today. 


During the first few days of the exhibit, Ronald 
Hassell, of Copeland & Thompson, Inc., importers 
of Spode, was present to explain its history and 
to answer manufacturing questions. 





WEST COAST branch of Josiah Wedgwood & 

Sons, Inc., will be opened about May 1 at 
622 Mission Street, San Francisco, it has been 
announced by Hensleigh C. Wedgwood, president 
of the company. The branch will include show- 
rooms, offices and warehouse and will be in charge 
of John Swindells, until recently associated with 
Wedgwood’s Canadian company. This operation 
replaces the services formerly given by A. H. 
Renwick & Son on the Coast. 

Other Wedgwood changes include the appoint- 
ment of Geoffrey Kilburn, formerly British com- 
mercial vice-consul at Dallas, Tex., and later con- 
nected with Nieman-Marcus there, as_ sales 
representative for the Southwest. The Southern 
states will be covered by Peter Buckland and the 
East Central states by Michael Bankier, who 
comes directly from England where he was con- 
nected with the Royal Worcester Porcelain Co.’s 
sales organization. 


ENSE IMPORT, LTD., of Branchville, N. J. and 
Gense of the West, Ltd., of Redwood City, 
Calif., have announced that after April 1, they 
will represent here the well-known line of Boda 
Crystal, from Sweden. The two firms now repre- 


sent Gense stainless steel and Canton Cook-Serv- 
PLEASE TURN TO PAGE 148 














1405 DIP SET 2 Pc. Dia. 9” 
Retail $5.00 — Min. 3 Pieces 











1393 SHRIMP SERVER Dia. 12” 





Retail $7.50 











1085 SANDWICH PLATTER Dic. /4" 


created by 
Retail $10.00 





BUENILUM... 


The Beautiful, Practical Gift 


All the luster of fine silver, with 
never a thought of polishing .. . 
Buenilum hostess accessories in a 


complete line, sensibly priced. 


BUEHNER-WANNER. INC., 66 Fort Point Street, East Norwalk, Conn. 


Bresilaver-Underberg Inc. Bolender and Company The Grant-Jacoby Company 
1551 Merchandise Mart 527 West Seventh Street 
Los Angeles 14, California 


225 Fifth Avenue 
New York 10, New York Chicago 54, Illinois 
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Miller Bros. Limited 
32 Front Street West 
Toronto 1, Canada 


Harlan P. Saubert Stanley F. Radke & Assoc. 
9809 Angora P. O. Box 4518 
Dallas, Texas Fort Lauderdale, Florida 
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PINE SPRAY 


Why are 3 of Fostoria’s 4 leading crystal 
patterns only four years old? 


Youth won’t be denied! It’s just as true for crystal 
as for anything else — if a pattern is right. It doesn’t 
just happen that three out of four of Fostoria’s lead- 
ing crystal patterns are so young. It’s the result of 
our constant watching of trends in public taste and 
the ability of our designers to create patterns that 
answer consumer wants now. 


You can use these trend studies of Fostoria’s de- 
signers to your own advantage, by making sure you 
are displaying the patterns which have the greatest 
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WEDDING RING 


appeal for today’s brides. If the crystal patterns 
you now offer do not follow these trends, perhaps 
it’s time to re-examine your pattern selection. Why 
not talk it over with your Fostoria sales represent- 
ative? Or write us direct: Fostoria Glass Company, 
Moundsville, West Virginia. 
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Who was the first English china company to design fine din- 
nerware in line with American style trends? Royal Doulton. 
And who brings you the heaviest national advertising pro- 
gram in the English china field? Royal Doulton, with a 
powerful Spring schedule in THE AMERICAN HOME, HOUSE & 
GARDEN, HOUSE BEAUTIFUL, THE NEW YORKER, MODERN BRIDE 
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FRANCONIA CHINA 
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TO APPEAR 
IN THE 
NATIONAL 
EDITION 
OF THE 
a7 "NEW YORKER" 
: yo Sept. [9th Issue 
NATIONALLY ADVERTISED “Argenta” 
The grandeur of the Renaissance is captured in delicate tracery of 
the Acanthus leaf border in soft blue-greys on pure white translucent 
porcelain accented by sich Platinum trim. 
5-pc. Place Setting with 1034” dinner plate: $13.95 Retail. 


(Slightly higher South @ West) 


* INQUIRE about our illustrated 16-page booklet "The Romance 
of Fine China” available for point-of-sale distribution. 


39-41 West 23rd St. 


HERMAN C. KUPPER, INC. jx yoni NY 
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Ware, both also made in Sweden. For Boda, they 
have set up a merchandising plan especially 
suited to small stores undertaking to stock eight 
drinkware patterns in various price ranges, to- 
gether with matching accessories, in quantities 
enabling them to give same-day filling of orders. 


HE Worcester Royal Porcelain Co. and its af- 

filiate, the Worcester Silver Co., are moving 
about April 1 from 234 East 46th Street, N. Y., 
to new quarters occupying the entire 17th floor 
of 11 East 26th Street. 

The Worcester Porcelain Company is the ex- 
clusive United States and Canadian distributor 
for Royal Worcester bone china dinnerware and 
figurines, and for Stuart Crystal. George J. 
Murch and Raymond W. Zrike are joint directors 
of the company. The Worcester silver concern, 
directed by E. L. Plimmer, is the United States 
and Canadian distributor for Adie silver hollow- 
ware, Vander sterling flatware, Atkins plated 
flatware and Elliott of London clocks, all English 
merchandise, and is also the sales agent for 
Worden Munnis silverware, made in Boston. 


EW officers elected by the Eastern Manufac- 

turers and Importers Exhibit, Inc., which 
conducts the Chicago Gift Show, include: presi- 
dent, S. S. Sarna; vice-president, Jack B. Oren- 
stein; board members, Bruce Buckler, Mrs. Ed- 
mond Dewan, Vincent Lippe and Morris Katz. 
Directors whose terms continue are Edith W. 
Knox and Paul Schneeloch. George F. Little, 
having recently retired as managing director, his 
son, William E. Little, was elected to take his 
place, with Robert I. Carman as assistant mana- 
| ger. Henry Underberg, retiring president, was 
presented with an antique silver tureen. 

The retirement of Mr. Little takes from the 
| giftware trade a long-familiar figure. He had held 
| the post of managing director since 1924, when 

he and a small group of fellow manufacturers 

and importers founded the Show. He now plans 
_ to retire to Delray Beach, Fla. The association 
| presented him, in absentia, with a silver Revere 
bowl which was accepted for his father by 
William Little. 





ATES have been announced for a number of 

the fall china, glass and gift shows. Among 

them are: New York Home Furnishing Accessor- 
ies Show, set for July 7 to 12 in the New York 
Trade Show Building at the same time as the lamp 
show; National China, Glass and Tableware 
Show (formerly National China, Glass and Pot- 

| tery Show), to be held July 14 to 19 at the Hotel 
New Yorker; Washington Gift Show, July 21 to 


| 24 in the Hotel Willard; Chicago Gift Show, Au- 
| PLEASE TURN TO PAGE 150 
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Cloret, Cordial, Footed Juice, Footed ice Tea, 

$3.00 ea. $3.50 ea. 
Wine, not shown, $2.75 ea. 
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Crystal Stermware 


Champagne, 
$3.00 ea. $3.00 ea. $2.50 ea. 


$3.50 ea. 
| at its 


Cocktail, Cordial, Footed Juice, Footed Ice Tea, 


Goblet, Champagne, . 
$3.50 ea. $3.50 ea. $3.00 ea. : $2.50 ea. $3.00 ea. $3.50 ea. 


Prices are retail each 
subject to usual trade 


discount 
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ETO"RIEOM: b= 3 3 = 3. 8 -@ 8) Di as BD > 
Footed Juice, Footed Ice Tea, 


Tt 
Goblet, Champagne, Cocktail, Claret, Cordial, 
$1.25 ea. $1.00 ea. $1.25 ea. $1.35 ea. 


$1.35 ea. $1.35 ea. $1.25 ea. 
; Wine, not shown, $1.10 ea. 

All available in crysta 

only, except Bernadette 

which is available in 

Crystal, Smoke, Blue 

Green or Honey. ; 


i ‘ eS Prompt shipment from 
Philadelphia. Pa. or 
Pasadena, Calif. 


Left to Right (©? - 3. ¢ @) Dee as BU 
Footed Ice Tea, _ Claret, Champagne, - Cocktail, Cordial, 
$3.00 ea. $2.80 ea. $3.00 ea. $2.80 ea. $2.30 ea $3.00 ea. 
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ESTABLISHED 1886 


Showrooms Main Office: 707 Chestnut Stréet, Philadelphia 6, Pa. 
NEW YORK 10 | CHICAGO ‘54 PHILADELPHIA 6 LOS ANGELES 
1557 Merchandise Mart "O° Chestnut Street $27 West 7th Stree 


225 Fifth Avenue 


_ 


Warehouses: Philadelphia, Pa., Pasadena, Calif. 
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the most luxurious and 
expensive stainless steel 
in all the world 


FOCUS DELUXE 


% 2 
i \ \ j OF SWEDEN 
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Lustrous black 
Nylon handles + 18/8 
quality stainless steel - 
Incomparable Swedish 
craftsmanship + 5-piece 
place setting — $19.50 retail 











West of the Mississippi 
GENSE OF THE WEST, LTD. 
1685 Broadway, Redwood City, Calif. 


East of the Mississippi 
GENSE IMPORT, LTD. 
Branchville, New Jersey 





HOW ARE YOUR PACKAGING PROBLEMS 


Stacking and storing can be costly, 
But not with Lindley folding gift 








folders and boxes. They save time... 


plus additional 





save space... 


wrapping costs. They are attrac- 





tive, sturdy and quick to assemble. 





Review your problems with the 
folks at Lindley. Write 


for free illustrated catalog story 











on folding gift boxes. 



































Slee . eg 1748 West 2nd Street, Marion, Ind. 


Morris Paper Mills Div. @ Federal Paper Board Co., Inc. 
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gust 4 to 15 in the Palmer House and LaSalle 
Hotel; New York Gift Show, August 25 to 30 in 
the Hotel New Yorker and the Trade Show Build- 
ing; Boston Gift Show, September 9 to 13 in the 
Hotel Statler; Philadelphia Gift Show, Septem- 
ber 22 to 25 in the Hotel Benjamin Franklin. All 
of these are under the George F. Little Manage- 
ment. Managed by the American Gift and Art 
Shows under John M. and Phil Hammer, are 
these fall shows: Buffalo Gift Show, August 4 
to 7 in the Hotel Statler; Pittsburgh Gift Show, 
August 11 to 14 in the Penn-Sheraton Hotel; 
Cleveland Gift Show, September 8 to 11 in the 
Hotel Hollenden; Cincinnati Gift Show, July 7 
to 10 in the Netherland Hilton Hotel. 












GENEROUS SIZED, 1014-inch plate, a cup whose 

handle extends above the rim, and a bowl 
which lends itself to either serving or decorating 
are among the features of the new “Patrician” 
line of melamine dinnerware designed by Belle 
Kogan Associates for the Boonton Molding Co. 
Four consumer-tested patterns appear on the 
new ware, which was introduced at the Chicago 
housewares show in January. 


Speed SILVERSMITHS, INC., sales represent- 
atives for several lines of silver and pewter 
accessories, have moved their offices and show- 
rooms from 366 Fifth Avenue, New York, to 
Room 439 at 225 Fifth Ave. 


O O O 


... now hear this! 


_ © The customer who recently entered the store of 
| H. E. Wardell, jeweler and gemologist, 228 East 
Main St., Barstow, California, was looking for the 
solution to a problem. 

“Do you have a hearing aid?” he asked. “I don’t 
eare if it works or not!”’ 

Wardell was surprised at the man’s odd request, 
_ and completely baffled by his statement that he 
| didn’t care whether or not the hearing aid worked. 
_ He asked the customer for an explanation. The man’s 
reply not only cleared up the matter, but Wardell 
found himself admiring the fellow’s ingenuity. 

The man explained that he ran a gas station on 
| the outskirts of town, near the location of a recently- 
discovered deposit of uranium. Every day he was 
subjected to endless questioning by travelers who 
wanted to hear all the details of the nearby uranium | 
| strike. | 

| 
| 








| He figured he could avoid the tiresome chore of 
| explaining the details over and over again, by wear- 
| img a hearing aid so tourists would think he was 
| deaf! 

“While I pride myself on service to customers, in 
| this instance I was sorry I could do no more than 
| sympathize with him,” says Wardell. “As far as { 
| know, he is still answering questions.” 
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ANNOUNCING... 


a new concept in china 





This photo announcing Carefree will appear in full color, full page ads: 
LADIES HOME JOURNAL, May; BETTER HOMES & GARDENS, June. 


all-purpose true china 
@ Guaranteed 1 year against breaking, cracking, chipping 
@ Oven- proof — Dishwasher- proof 
@ Copper covers and warming stand 
@ Consumer tested patterns 
® Retails from $5.95 per place setting 


ATW fine china, ie tamous, superb quality 


for your customers who demand the best. 


now sell all your customers, class and mass, with 
non-competing lines from 1 famous resource, 

each backed by big national color advertising plus 

every retail selling tool in the book. Yours for 

lower costs, added profits, higher china sales in 1957! 

syracuse China » Syracuse 1 + New York 
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SAV ED: 


ONE MOMENT! 


LOST: 


ONE HEIRLOOM! | 
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A jeweler’s examination would have taken 


but a moment... 


without it a precious 


heirloom was lost. Now, with the stone gone, 
a priceless ring is valueless. A moment 
spent with your St. Paul Companies’ agent 
can protect you against losses that might 
mean closing your business. 


Your St. Paul Companies’ agent has a really 
complete policy ... The Jewelers’ Block 
which fits the unique situations 
in your business. 


PICT a's 


There can be no “lost heirloom” because 
you avoid the loopholes which may occur 
when you’re covered by several policies. The 
exact Coverages you need are written into 
one single policy. There is no overlapping. 
Get the most inclusive protection 
. buy a St. Paul Companies’ 
Jewelers’ Block Policy. 


available. . 


SEE YOUR ST. PAUL AGENT OR BROKER 
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cINSURANCE 
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HOME OFFICE ... 111 W. Fifth Street, St. Paul 2, Minn. 


EASTERN DEPT. 
90 John Street 
New York 38, N.Y. 
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NEW ENGLAND DEPT. 
10 Post Office Sq. 
Boston 9, Mass. 


PACIFIC DEPT. 
Mills Building 
San Francisco 6 


HOW TO USE WORD MAGIC [concluded from page 1/41) 


to put something over on her. She believes you 
to be a friend. 

“What is your opinion?” is word magic, but it 
can be dangerous if not used properly. Be sure 
the point it is used on relates to the sale. If used 
on such subjects as business, the weather, politics 
or sports, it will be merely time consuming. 


“Yes, and in addition.” This word magic is 
employed to smoke out the customer’s real objec- 
tion. It shows agreement with her ideas for not 
buying, but it asks a question which will tend 
to bring the real reason out into the open. 

You can put the right emphasis on the phrase 
if you state the “yes” in a positive way. Then 
add the “in addition” with a question mark in 
your voice. Then wait. The pause with an expec- 
tant look will encourage the customer to give you 
more reasons why she isn’t buying. And as she 
continues with her reasons, you will be able to 
spot the real reason. 

As you are aware, the first objection the cus- 
tomer raises is often not her real reason. If you 
master this bit of showmanship in your selling, 
it will pay you handsome dividends. 


Build word magic. Words, as you know, will 
work wonders ... if they paint a mental picture 
of some sort of gain for your customer. 

Most salesmen, according to a recent survey, 
know and understand from 5000 to 10,000 words. 
But the average salesman in his selling uses only 
about 2500. And a 25¢ dictionary lists and defines 
ten times that many. 

Another interesting fact revealed in this survey 
is that there is a direct relationship between the 
salesman’s income and the number of words he 
knows and uses in his selling. The larger his 
vocabulary, the larger his income. 

Here’s how you can increase your sales vocabu- 
lary to give you more word magic: 

1. Select some descriptive words you use in 
your everyday selling. Select words that you feel 
you use for want of a better word. 

2. Get a synonym and antonym dictionary and 
check these words. This will give you an increase 
in your sales vocabulary that will make what you 
say more meaningful to your customers. 

For instance, suppose that you overwork the 
word “good” in your selling. You will find, among 
other words that you can use, sound, reliable, 
excellent, fine, genuine, commendable, beautiful. 

Selecting one word a day for 30 days and fol- 
lowing through on this plan for building word 
magic will give you a larger and more powerful 
sales vocabulary ... words that will help you sell 
more jewelry. It will help you use the right word 
at the right time . . . to close more sales. 
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ALL PROFIT RECORDS 


— 
A FINE CHINA 
A\ /BEN SEIBEL DESIGN 


This fast-moving true china has become a sales leader in jewelry stores 
throughout the country in just one year ... wanted by value-conscious 
customers... ordered and re-ordered by profit-conscious dealers. 


Why? Because this is translucent, vitrified china that sells at a 

selling price—5-piece place settings from $4.95*. Because this is high- 
fashion china that is practical to own—cook, bake and serve in it. Because 
this is quality china so durable it is backed by the famous Iroquois 
“replaced if it breaks” warranty. No other china can match it for value. 


A national advertising campaign is beginning. Get in on the profits. 
For all details write to Dept. J, 


*slightly higher in the West 


* 
ro @ Uj O : oe CHINA COMPANY, SYRACUSE, NEW YORK ae 
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Frolic Stellar House of Flowers Jardinieres Pins and Beads Pompon Bridal White 
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Briefly 


LEGAL MOVES HAVE BEGUN FOR UNITING ANRJA AND NJA. Twenty-four interim 
directors have been named for Retail Jewelers of America, Inc., title 
of the proposed consolidation. Proxies will soon be mailed to members 
of both bodies, asking their agreement to the merger. 


SINCE TWO-THIRDS OF THE MEMBERS of each association must assent to the 
merger, the industry hopes the ballots will be marked "Yes" and sent 
back promptly. Goal is a strong, single organization, better equipped 
to defend the interests of the jewelry industry in Washington and in 
the business world. 





A WATCH TARIFF STUDY COMMITTEE has been set up in Washington to remove "con- 
flicting and unclear language" from the watch tariff rules. Fifty Con- 
gressmen protested to President Eisenhower that the new committee 
would overlap other tariff investigations, and advance "the protectionist 
ambitions of domestic watch producers." 


COMPETITION TO ENCOURAGE IMAGINATIVE STERLING HOLLOWWARE DESIGN is being con- 
ducted by Sterling Silversmiths Guild of America. All U. S. citizens 
are eligible, may submit sketches for hollowware pieces useful in 
the home. Winning designs will receive seven cash awards 
totaling $1100. Rules and entry blanks are available from 
the Guild, 551 Fifth Ave., New York 17. 


TWO NEW WATCH STYLE TRENDS are promised at the 4lst annual Swiss Industries 
Fair, opening April 27 in Basel, Switzerland. Advance word indicates 
the new watches will have cleaner, simpler lines, will accent 
special multi-function features. 


THIRTY-SIX PROPOSED JEWELRY TRADE PRACTICE RULES have moved a step closer 
to adoption. Industry representatives voted wholehearted 
approval to the idea of a one=-package code of ethics at an F.T.C. 
hearing in New York March 15. Controversy centered around rules 
concerned with various types of gold plate and electroplate. A pro- 
posal that manufacturers trademark all products was endorsed. 


A STATE LAW LICENSING WATCHMAKERS has been posed by the Florida State Watch- 
makers Association. It would set up compulsory examinations and 
certification of apprentice watchmakers, and a state-wide identification 
plan for the protection of watch owners. 


DEFENSE DEPARTMENT HAS ASKED CONGRESS TO RAISE DOLLAR LIMITS on goods sold by 
post exchanges. It wants to lift level for rings from $35 to $50; for 
electrical appliances from $15 to $20; for 34-piece flatware sets from $25 
to $55. Retailers are objecting violently. 


SINCE PX'S SELL AT WHOLESALE PRICE LEVELS, without adding usual retail mark- 
up, the $50 limit on rings would permit them to sell rings which would 
retail for $100. Pentagon officials want to remove a number of other 


restrictions; retail spokesmen say that doing so would be a complete 
"removal of barriers." 





A TAX BREAK FOR UNINCORPORATED BUSINESS is before Congress. A bill sponsored 
by Sen. John Sparkman, D., Ala. would permit proprietors or partners 
of unincorporated businesses to be treated as "employees" under pension, 
profit-sharing or bonus plans, with resultant tax exemptions. 
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TIE + TIE 


Made for each other! Ribbonette® thermo-printed in 
spring colors with gay polka dots or charming flowers 
... mirrored in reverse on matching counter roll papers. Made 
TIE-TIE Satintone Bow Machine for each other, to make the perfect gift package . . . 
makes perfect pompons. Only perfect in style— perfect in color harmony 


$34.50 with purchase of 48 bolts ; i 
of %” and/or 34” and/or 1%” Tie- —outstanding because of its uniqueness. 


Tie Satintone. Second Bolt At- 


hm f ki Iti- . ° ° . 
en Let Tie-Tie Gift Wrappings Develop a 


Coordinated Gift Wrapping Service For Your Store 





TIE-TIE Gift Wrappings 
2300 Logan Bivd., Chicago 47, Ill. 


At no cost or obligation to me, send me information on 
(choice indicated): 


Matched-mates of Tre-Tie paper designs and Ribbonette® ([) 
Beau-Mor Bow Maker []_ Tre-Tre Satintone Bow Machine [] 
Have your Representative visit us [) 


Beau-Mor* Multi-Bow Maker 


makes a dozen varieties of beau- 
tiful bows with either %” or 34” 
Tie-Tie Satintone or %4” Tie-Tie 
Ribbonette. Only $19.50. *TRADE MARK PAT. APPLIED FOR 


Qo Gift Wrapping FoR stoRE USE...FOR RESALE 


ARE CREATED BY CHICAGO PRINTED STRING CO. 
2300 Logan Blvd., Chicago 47, Illinois 
EASTERN PLANT: Clifton, N. J.» NEW YORK SHOWROOM: 225 Fifth Ave. 
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of UNDERWOOD JEWELERS, INC. 


Jacksonville, Florida 


fully protected § : 
with J 


says HERBERT F. UNDERWOOD aes 







229 Hogan Street 

















GIRARD PERREGAUX 


“GP’s price protection system gives us complete assurance that 
no dealer is underselling us. It works simply and effectively to 
keep our profits at full level. 


“We've successfully handled GP for more than 25 years. The 
broad range of styles and prices makes GP appeal to customers 
from every income group. But for us, the best thing is that most 
GP’s are priced between $49.50 and $100 — the price range most 
of our customers are interested in. 


“For top value to the consumer and trouble free performance, no 
watch can beat Girard Perregaux.” 


GIRARD FRREGALYX- FINE WATCHES SINCE 1791 


610 FIFTH AVENUE - NEW YORK 20, N.Y., PHONE COlumbus 5-2568 
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Treasury Committee May Change “Language” 


Of Watch Tariff Rules; Congressmen Object 3 


Officials from several Depart- 
ments of the Federal Government 
pooled their brainpower last 
month in an attempt to remove 
“conflicting, unclear language” 
from the watch section of the tar- 
iff law. 

This study by Treasury, State, 
Commerce and Tariff officials 
touched off another battle in the 
long-standing war over “upjewel- 
ing” and what constitutes a tax- 
able “adjustment” in an imported 
movement. 

Shortly after the Treasury De- 
partment announced the Watch 
Study Committee, 50 Congress- 
men, headed by Rep. Herman P. 
Eberharter, D., Pa., telegraphed 
President Eisenhower expressing 
“concern.” 

The committee was set up to 
bring the 26-year-old tariff law 
up to date, taking new technologi- 
cal processes into account. 

The new Hamilton § electric 
wristwatch, and the possibility of 
development of similar timepieces 
by the Swiss, will probably get 
attention. 


Duties Could Jump 


The committee will try to keep 
tariff rates at the level that now 
exists, an official from the Trea- 
sury Department said. But he ad- 
mitted that language changes 
could result in altered duties, as 
they are applied to a specific im- 
ported movement. 

The Congressional group pro- 
tested that the new committee will 
duplicate the work of the Office of 
Defense Mobilization, which is al- 
ready studying the tariff ques- 
tion. They complained that such 
studies “have generally advanced 
the protectionist ambitions of do- 
mestic watch producers.” 
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A GIFT FOR THE LORD MAYOR: 
Robert Briscoe, Dublin’s first Jew- 
ish Lord Mayor, admires a nine- 
carat Linde Star ring presented 
him by Emmett Davis on behalf of 
the Ring Guild of America, Ine. 
The ring was especially designed 
by K. S. K. Jewelry Co., Ine. 
With the Lord Mayor are Mrs. 
Briscoe and their son William, who 
piloted the KLM plane which 
brought them to the United States | 
for the St. Patrick’s Day celebra- | 
tions. During his visit in New York, 
Dublin Mayor Briscoe presented 
New York Mayor Robert Wagner 
_with a gold Irish friendship ring. 





In addition, the group protested 
that the new committee “is to be 
presided over by an official of the 
Treasury Department which... 
has taken a series of ill-advised 
actions and recommendations all 
intended to place new penalties 
on watch importers.” 

A spokesman for the American 
Watch Association, representing 
watch importers, says his group 
interprets the telegram as a warn- 
ing to the President and the Trea- 
sury Department that the law- 
makers are going to make sure 
that the new committee sticks 
closely to the present duty rates 
in modernizing the language. 


ODM Study Still Going On 


Some overlapping is likely be- 


tween the new study and the one 
being conducted by ODM on the 
essentiality of the domestic watch 
industry to national defense. 

S. Flemming, former director of 
ODM, recommended that until the 
investigation is completed, the 
Government should follow current 
tariff policies. 

Flemming noted that “produc- 
tion in the [U. S.] jeweled industry 
should be maintained at not less 
than $2 million units per year” in 
order to maintain “an adequate 
base of skilled manpower’ neces- 
sary to national security. Produc- 
tion of jeweled watches was slight- 
ly in excess of 2 million units in 
1956. 

Flemming was succeeded on 
March 14 by Gordon Gray, former 
Assistant Secretary of Defense of 
International Affairs. Conceiv- 
ably, his appointment could fur- 
ther delay the ODM watch study. 





License Bill Proposed for 
Florida Watchmakers 


Florida may join the list of 
states licensing watchmakers. 

The Florida State Watchmakers 
Association recently framed legis- 
lation for consideration by the 
legislature which meets this 
month at Talahassee. 

Like most other such measures, 
the Florida proposal would set up 
a five-man board of examiners, 
named by the governor. Floridians 
now engaged in watchmaking 
would have six months to obtain a 
license without examination, but 
apprentices and other newcomers 
would have to take a test. 

The commission could revoke 
licenses for incompetence, unethi- 
cal conduct or fraud. 

It is also proposed that the com- 
mission set up a statewide identi- 
fication plan, in cooperation with 
the Sheriff’s Bureau and Civil De- 
fense. Each watch sold or re- 
paired would be marked with the 
owner’s name. 
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Trade Cheers Idea of 1-Package Code of Ethics 
But Objects to Some Proposals by FIC 


Thirty-six proposed jewelry 
trade practice rules, product of 
the long fight for a guide to ethi- 
cal practices within the industry, 
have moved a step closer to adop- 
tion. 

They were pretty well tied to- 
gether during a Federal Trade 
Commission hearing in New York 
on March 15. 

Representatives of all sections 
of the trade gave wholehearted 
approval to the idea itself: a one- 
package code of ethics for the 
whole industry. Individual rules, 
however, provoked considerable 
controversy. 

Rule 20, concerned with decep- 
tion as to gold content of jewelry, 
was the main storm center. 

Section B-1 of the rule, which 
states that it is an unfair trade 
practice to use the word “gold” 
as descriptive of any product not 
“solidly and throughout of fine 
gold” invoked so much adverse 
comment that chairman Paul M. 
Cameron, FTC chief of trade prac- 
tice conferences, asked the meet- 
ing for a vote on retention of the 
section. A unanimous “No” was 
recorded. 

Exception was also taken by 
G. R. Frankovich, Executive Sec- 
retary of the National Jewelry 
Manufacturers & Silversmiths 
Association, to section C-2, which 
would require markings of “hol- 
low center” or “gold tubing” on 
all karat gold objects having 
those qualities. 

This requirement, Frankovich 
said, is not only contrary to his- 
toric practice, but would destroy 
the beauty of many small items. 
He further noted that such mark- 
ing might be misleading, if ap- 
plied to entire items only one part 
of which might be _ hollow-cen- 
tered. He proposed a rewording 
of the section. 


Plating Processes Argued 


Dissension was voiced over the 
rules’ proposed standards for 
electro-plated and _ gold-plated 
processes. Francovich objected to 
minimum thickness standards in 
rule 20-C-4 for gold-electroplated 
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surfaces. He advocated, instead, 
the use of wear-resistance and 
corrosion standards for rating 
electroplated objects, such as cos- 
tume jewelry. 

Others advocated a minimum 
average thickness of 100/mil- 
lionths of an inch—far in excess 
of the 7/millionths which the 
rules proposed. 


Trademarks Needed 


Harry R. Gerber, ANRJA presi- 
dent, proposed a rule requiring 
that manufacturers trademark 
every product bearing a quality 
mark, to protect the buying pub- 
lic. His proposal was strength- 
ened by Oscar Kind, former presi- 
dent of the association, who said 
all the rules would be worthless 
unless the products are _ trade- 
marked. 

Francovich suggested that the 
trademark of either the manufac- 
turer or the seller be required to 
appear on the product. 


Winston Unveils 128'/z-Carat Gem, 
Largest Pear-Shaped Diamond 


A 128'%,-carat diamond, the larg- 
est pear-shaped diamond in exis- 
tence, was unveiled recently by 
Harry Winston, Inc., 7 E. 51st St., 
New York, owner of the gem. 

The finished stone has been cut 
from a 426-carat rough diamond 
described by Sir Ernest Oppen- 
heimer, chairman of DeBeers Ltd., 
London, as the finest in purity 
and quality ever found in South 
Africa. 

The cutting of the gem, which 
required an entire year, was per- 
formed by Winston’s chief cutter, 
Bernard de Haan. More than 300 
lead models were made to guide 
Mr. de Haan in the cutting 
project. 

Ice-blue in color, and as yet un- 
named, the gem has 144 facets, 
86 of them around its girdle or 
outer rim. 

The diamond was a major item 
in the purchase by Winston last 
year of 50,000 diamonds costing 
$8,400,000. 





“QUEEN OF DIAMONDS” prize- 
| winner Mrs. Sam Joseph Rayner, 
|N. Miami, Fla., receives a $1000 
check from Ed Rubins, Original | 

Rubin’s, jewelers, for her winning | 
_ entry in Feature Ring Co.’s “Queen | 
_of Diamonds” nationwide contest. | 
Mrs. Rayner’s entry, which was | 
| submitted through Rubin’s, also | 
' won her a $1000 set of Feature | 
_ Lock interlocking diamond engage- | 

ment and wedding rings. The | 
_ contest, conducted through the na- | 
tion’s retail jewelry stores, pro- | 

moted store traffic for retailers. | 

Chosen as “Queen of Diamonds” | 
was TV actress Lisa Loughlin. 











Wholesale Jewelers Will See 
300 Manufacturers’ Exhibits 
At 11th United Jewelry Show 


More than 300 leading jewelry 
manufacturers will offer their 
products to wholesale jewelry 
buyers at the 11th semi-annual 
United Jewelry Show, May 4-13, 
at Providence, R. I. 

The show, to be held at the 
Sheraton-Biltmore Hotel, offers a 
marketing medium which is con- 
venient, economical and expedi- 
tious for both buyer and seller. 

To protect both the manufac- 
turer and wholesaler, visiting buy- 
ers will be screened to eliminate 
unqualified wholesale buyers. 

Hotel accommodations for the 
opening days of the show are al- 
most completely taken, according 
to Charles C. Bulkley, show man- 
ager. Accommodations are still 
available for May 8-13. 


U. S. Is Growing Market 
For Swiss Camera Sales 


Latest figures from the U. S. 
Commerce Department show that 
in 1955, Switzerland shipped cam- 
eras valued at 9.3 million francs 
to this country. This compares 
with shipments valued at 8 mil- 
lion francs in 1954. 
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24 Directors Are Named for Proposed Merger 
Of ANRJA and NJA: Proxies Will Go to Members 


Two steps have been taken 
toward merging the American Na- 
tional Retail Jewelers Association 
and the National Jewelers Associa- 
tion. 

Retail Jewelers of America, Inc., 
has been chartered under the laws 
of the State of New York. If plans 
proceed as anticipated, this will be 
the title of the consolidated associa- 
tion when the two old groups finally 
unite into a single organization 
better equipped to represent the 
industry in tax matters, legislation 
and the competitive struggle. 

Twenty-four directors are named 
in the charter to serve until the 
first annual meeting of RJA. 

In the second development, Philip 
E. Hoffman, chairman of the Co- 
ordinating Committee, said that 
proxies will soon be mailed to all 
members of ANRJA and NJA. 

“As is to be expected in major 
transactions such as the contem- 
plated merger, the attendant legal 
procedures are involved,” he said. 

“In so far as the time factor is 
concerned, an important considera- 
tion will be the promptness with 
which the members of NJA and 
ANRJA _ sign and _ return the 
proxies that will be sent to them in 
connection with the forthcoming 
membership meetings, so that stat- 


utory requirements can be fulfilled. 

“Subcommitttees of the Coordi- 
nating Committee are working on 
such issues as programming, rela- 
tions with affiliates, etc. 

“But the Coordinating Commit- 
tee has decided that the remaining 
problems are so near final solution 
as to justify immediate action on 
the actual merger proceedings.” 

Here are the 24 directors of Re- 
tail Jewelers of America, Inc.: 

Sol Blickman, Indianapolis; Oli- 
ver R. Brecht, Baltimore; Fred B. 
Dreifus, Memphis; Harry R. Ger- 
ber, White Plains, N. Y.; H. A. 
Goldberg, Portsmouth, Va.; Sey- 
mour Greenberg, Yonkers, N. Y.; 
Durward Howes, III, Pasadena, 
Calif.; Oliver A. Jenkins, Jackson- 
ville; Oscar Kind, Philadelphia; 
Jay C. Lighterman, New York; 
Lewis H. Manning, Detroit; Earl 
F. McConnell, Oakland City, Ind.; 
Howard L. Michaels, New Haven; 
Clarence Olsen, Chicago; Rudolph 
J. Ortmann, Charleston, S. C.; Wil- 
liam §S. Preston, Sr., Burlington, 
Vt.; B. G. Rudolph, Syracuse; 
Arnold A. Schiffman, Greensboro, 
N. C.; William H. Shreve, Boston; 
Lester Thomas, Findlay, Ohio; 
Kenneth I. Van Cott, Binghamton, 
N. Y.; Herman Wasserman, Louis- 
ville; Leo Weisfield, Seattle, and 
W. M. Wright, Silver Spring, Md. 








PRIDE OF THE FLEET: These Yellow Cab drivers in Los Angeles received 
Elgin wrist watches in recognition of 5 to 30 years without a single accident 


or traffic citation. 


Shown with Yellow Cab President George E. Worster (grey suit) and 
Safety Director Clarence Dunbar, the safe drivers are (left to right): Mrs. 
Lorraine Jaworsky, 5-year award; Earl Gervais, 15-year award; Harry 
Chaiken, 20-year award; Fred Cox, 30-year award; Lew Ashton, 25-year 
award; Carl Mensing, 10-year award; and James Murray, 10-year award. 

Wrist watches are awarded to Yellow Cab Co. drivers for each five-year 


period of flawless driving. 
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C. A. Schnack Co. Named 
Brand Name Retailer of Year 


C. A. Schnack Jewelry Co., 924 
3rd St., Alexandria, La., is the top 
retail jeweler in the national Re- 
tailer - of - the - Year competition, 
sponsored by Brand Names Foun- 
dation, Inc. 

Awards are given each year to 
merchants who best promote, and 
inspire their help to sell nationally 
advertised brands. 

Runners-up in the Jewelry Divi- 
sion were: Fink’s Jewelers, Roan- 
oke, Va.; S. A. Myer Co., Washing- 
ton, Pa.; Bixlers, Easton, Pa.; and 
Bernie Fields—Jewelers, Middle- 


town, Conn. All received certificates 
of distinction. 

The jeweler winners, along with 
113 from other kinds of businesses, 
will be honored with their families 
and business associates at a dinner 
on May 3 in New York. 


Russia to Aid Mechanization 
Of India’s Panna Diamond Mines 


India, whose legendary Golconda 
fields produced the world’s ancient 
historic diamonds, may soon be 
yielding diamonds again — in con- 
siderable volume. 

Soviet Russia has offered to sup- 
ply modern equipment and technical 
advice to India in a move to mecha- 
nize the Panna diamond mine oper- 
ations, India’s only active diamond 
mines. 

Top-ranking Russian mining and 
engineering experts estimate Pan- 
na reserves at 33 million carats, 
and expect the modernized mines 
to produce 1900 carats daily. 

Yield from the Panna fields, which 
are among the oldest of India’s 
diamond fields, has _ historically 
been rated prolific in quantity po- 
tential, less so in quality. 

Diamond production of the Pan- 
na State three years ago was only 
1955 carats. Ancient digging meth- 
ods, compounded by the difficulty 
of uncovering the diamond-bearing 
rock stratum, account for this low 
production figure. 

Estimated cost of the mechaniz- 
ing is £4 million. The Indian gov- 
ernment has set up a committee to 
consider possible auction sales of 
the diamonds, and better mine se- 
curity arrangements. The govern- 
ment may nationalize the mines. 
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Swiss Watch Expert 








ey 


Addresses West Coast Watchmakers, Jewelers 


Axel Andersen, Oregon RJA president (left), and Jean P. Savary stand 
at dinner meeting attended by 120 watchmakers and jewelers. 


Jean P. Savary, technical con- 
sultant for the Watchmakers of 
Switzerland Information Center, 
recently addressed 1,400 watch- 
makers and jewelers in West 
Coast cities. 

He spoke at a dozen seminars 
sponsored by horological and 
jeweler associations, materials 
supply dealers and prominent re- 
tail firms. Each talk dealt with 
the problems facing watchmakers 
today in establishing themselves 
as highly-skilled professionals. 

Savary advised watchmakers to 
“consistently educate themselves 
technically, read trade publica- 
tions, join local and state guilds 
and participate regularly in ac- 
tivities, particularly those which 
raise the profession’s standing in 
the community.” 

During the meetings, he stressed 
the need for an adequate service 
department. “The reason for its 
importance,” he said, “‘besides be- 
ing a distinct revenue source of 
its own, is to sell more watches 
and thus provide a wider field for 
watch service to draw from.” 

A good _ service department 
builds traffic, creates consumer 
confidence, helps combat price 
competition, and improves rela- 
tions with established customers, 
Mr. Savary pointed out. 

He made his points clear with 
photos showing how window dis- 
plays can promote service and 
repair, ways of situating store 
service departments, and an ideal] 
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arrangement for a watchmaker’s 
bench. 

Mr. Savary also addressed Ro- 
tary Clubs, student watchmakers 
and a number of radio and TV 
audiences. He showed a collec- 
tion of modern  jeweled-lever 
watches on the telecasts. 

The interest shown by watch- 
makers, jewelers and even the 
public at these meetings, Savary 
felt, indicates that more meetings, 
both local and _ regional, are 
needed on an active, regular basis. 

During the tour, Savary was 
presented with an honorary mem- 
bership in the Horological Asso- 
ciation of California. 


Lale Merchandising Meeting Draws 
73 Store Managers from 16 States 


Newest creations in diamonds, 
watches and other jewelry lines 





Sy 


Barney Albert, head of Zale Jew- 
elry Co.’s watch department, looks 
over new models during Dallas 
sales meeting. 









were studied by Zale Jewelry Co. 
store managers during Zale’s 
semi-annual merchandising con- 
ference in Dallas, Feb. 11-14. 

The managers represented 73 
stores in a 16-state area bounded 
by Chattanooga, Des Moines, and 
Brownsville. 

Most of the four-day confab 
was devoted to discussion meet- 
ings between store managers and 
the company’s executives and 
buyers. 

One session dealt with the com- 
pany’s advertising and promotion 
plans for an April anniversary 
sale and a June bride promotion. 

Store managers heard Presi- 
dent Morris B. Zale outline plans 
for expansion during the coming 
year. A company policy of meet- 
ing price competition with dis- 
count houses was reaffirmed. 

The Dallas meeting is one of 
two yearly company-wide sales 
conferences. An August meeting 
is in New York. 


Jewelry Chairmen Named 
In 1957 N. Y. Red Cross Drive 


The jewelry industry’s part in 
New York’s 1957 Red Cross drive 
will be headed by the following 
chairmen: Irving Cooper of Elgin 
Silversmith Co., Inc., silversmiths; 
Steven Hoffman of U. S. Indus- 
trial Diamond Corp., industrial 
diamonds; Walter Kahn, Sr., of 
L. & M. Kahn-Jacobson Bros., Inc., 
diamond dealers; Jesse Mautner 
of The Mautner Co., Inc., jewel 
boxes; W. W. Schwab of J. R. 
Wood & Sons, Inc., jewelry manu- 
facturers; Victor A. Lambert of 
Lambert Bros. Jewelers, Inc., re- 
tail jewelry; Norman M. Morris 
of Norman M. Morris Corp., 
watches, and Judson C. Travis of 
Handy & Harman, Inc., refiners. 


Salesmen Win Cash Awards 
In Gemex Watchband Contest 


Gemex Corp. has_ presented 
awards totaling $1,500 to three of 
its salesmen who showed the 
greatest sales volume increase 
during 1956. 

Gene Roderick of Dallas re- 
ceived $1,000; Vincent I. Mora of 
Los Angeles, $300; and Morton E. 
Reynolds of Atlanta, $200. 
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Art of Diamond-Cutting Shown at Washington State Fair 


CP. a” # 


Pictured (left to right): Patrick H. Cox, general manager, Burt’s Credit 
Jewelers (holding microphone); Governor Rossillini; Morris Gladstein, 
diamond cutter; Stan Bender, diamond setter. 


The art of diamond-cutting was 
featured by Burt’s Credit Jewel- 
ers at the recent Evergreen State 
Fair in Seattle, Wash. 

Burt’s Jewelers, the only jewel- 
ry firm represented at the fair, is 
reputedly the only store in the 
Northwest to do its own diamond- 
cutting. Tools used in diamond- 
cutting were shown, along with 
actual cutting methods, during 
the six-day show. 

Accompanying the_ exhibition 
was a film on diamond mining, 
supplied by DeBeers Consolidated 
Mines, Ltd. 

Washington Gov. Albert Rossil- 
lini gave away three $100 bridal 
sets each day of the show. 


_—— 


Schwab Heads Jewelry Division 


In New York City Cancer Drive 


W. Waters Schwab, president of 
J. R. Wood & Sons, Inc., has been 
appointed chairman of the jewelry 
division of the New York City 
Cancer Committee’s 1957 April 
Cancer Crusade. 

The appointment was announced 
by J. R. Kilpatrick, president and 
chairman of the board of the com- 
mittee. 

In accepting the position, Mr. 
Schwab noted that neglect of 
symptoms causes Many unneces- 
sary cancer deaths, and advocated 
annual health examinations to 
prevent this. 

The committee is seeking $1,- 
616,000. 
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West Virginia Jeweler Is Winner 


In Outdoor Advertising Contest 


Williams Jewelers, Clarksburg, 
W. Va., has won third place in the 
poster division of the fifth annual 
Local Outdoor Advertising Con- 
test, sponsored by the Outdoor 
Advertising Association of Amer- 
ica, Inc. 

Framed award certificate will 
be presented to Williams Jewelers 
in Clarksburg. 


The contest was established in 
1952 as an annual event to give 
recognition to local outdoor ad- 
vertisers whose campaigns or 
copy are outstanding. 


Bill Would Give Tax Aid 
To Small Business Owners 


Legislation to permit proprie- 
tors or partners of unincorporated 
businesses to share in the tax ad- 
vantages under pension, profit- 
sharing or bonus plans is pending 
in Congress. 

These plans are exempt from 
normal income taxes, and stock- 
holder-officers of corporations can 
qualify as “employees.” 

The fact that an owner or part- 
ner of an unincorporated firm 
does not have the same privileges 
is an inequity, says Sen. John 
Sparkman, sponsor of the bill. 

In 1951, the last year for which 
statistics are available, corpora- 
tions were deducting 2.3 billion 
as contributions to such plans. 
According to Senator Sparkman, 
spreading the tax advantage to 
proprietors and partners in these 
plans would help them set up in- 
heritance funds, ease the impact 
of inheritance taxes, and provide 
them a retirement income. 











Gorham Holds Sales Meeting 
At New Asheville, N. C., Plant 


Forty-nine members of the Gor- 
ham sales staff attended the semi- 
annual sales conference of the 
Gorham Co., Providence, R. lI., at 
the company’s new Asheville, 
N. C., plant. 

This plant, producer of a large 
portion of Gorham’s sterling flat- 
ware, covers 92,000 square feet, is 


windowless and air-filtered. The 
employees’ cafeteria is run by the 
North Carolina Commission for 
the Blind. 

Introduced to salesmen at the 
meeting was Gorham’s new ster- 
ling pattern “Stardust.” Plans for 
merchandising, advertising, and 
promotion of “Stardust” were dis- 
cussed by Burrill Getman, Gorham 
sales and advertising vice-presi- 
dent. 
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Ear Clips \ SCREW BACK or CLIP 
In STERLING GOLD FILLED 


and KARAT GOLDS 




























New York Office 
320 Fifth Avenue 





Distributed Thru the Material Jobber 
W. R. COBB Company 


101 Sabin Street, Providence 3, R. I. 


Chicago Olfice 


Phone GA 1-4] 00 23 East Madison St. | 


Waitham Organizes Sales Force 
_ To Sell New Premier Watches 
_ Waltham Watch Co. 
| nounced it will sell its new line of 
watches directly to retailers 
through its own newly-organized 





years Waltham watches have been 
sold only through jobbers. 

Sale of the new watches will be 
supported by national advertising 
and promotional programs. A co- 





operative advertising plan and 
point-of-sales 
cluded in the program. 

Through this program, the firm 
predicts a seven-fold increase in 
The target was set 
by Waltham President Joseph Ax- 
ler, former head of Joseph Axler, 
watch distributors. 
vice-president, 
will head the sales staff. 
prices of the new 
watches start at $39.75; they are 
made in both automatic and non- 
automatic types. Photo shows Jo- 
seph Axler (left) and his brother 
Melvin Axler standing before a 
display of the new watch line at 
the company’s New York offices, 
475 5th Ave. 


Diamond Dealers Club 
Announces New Officers 
Diamond Dealers Club, Inc., has 
announced its officers and direc- 
tors for 1957. 
president; Charles Tolkowsky, 
vice-president: Isidore Friedman, 


Max Jellinek 


Bernstein, Julius Czermak, Abra- 
ham Freireich, Joseph Goldhirsz, 
Leo Kayser, Stephen S. Korngold, 
Max Lipschutz, David Maringer, 
Chiel Morgenstein, 
Jules J. Polak, 
Sigman, Charles E. Wolf, Aaron 
K. Wulkan and Julius Zweig. 





Isidor Palea, 


Rubin, Jack 





THE JEWELERS’ CIRCULAR-KEYSTONE 





These Men Are New Leaders in Illinois 


Lda 
“LAND OF LINCOLN” CONVENTION at Peoria resulted in these new 
officers for the Illinois Retail Jewelers Association. Standing, left to 
right, Raymond Abel, Taylorville; Russell Vernor, Jacksonville; Harry 
Voegele, Macomb; Thomas E. Keers, Peoria; Glenn Davis, Springfield; 
Walter Flora, Jr., Decatur (president); C. W. Frautschi, Bloomington, 
and Edward Ott, Alton (2nd vice-president). Seated, left to right, John 
Charter, Lincoln; C. H. Barker, Springfield (secretary-treasurer); W. W. 





Overstreet, Paxton; Earl Jones, Pekin, and Ralph Brown, Casey. 


Presentation Watches Awarded 
To A. Cohen & Sons Employees 


Above photo shows Hyman J. 
Cohen (center), president of A. 
Cohen & Sons Corp., with Lee Ra- 
binowitz (left) and Lou Cohen 
(right), who received presenta- 
tion watches for their 25 and 30 
vears of service, respectively. 
Both are members of the firm’s 
management group. 

In -making the presentations, 
Mr. Hyman commended the two 
employees on their continued ded- 
ication to the service of the firm’s 
customers. “Our 46 years of suc- 
cess and continued growth would 
not be possible,” Mr. Cohen said, 
“without such folks as Lee and 
Lou. Our firm’s long years of ex- 
perience are backed by our people 
and their continued conscientious 
dedication to serving our many 
customers.” 
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Smithsonian Stone Expert Dies, | 
In Geology Department Since 1940 | 


Frank E. Holden, expert in gem, | 


meteorite, and mineral cutting for 
the Smithsonian Institution in 
Washington, D. C., died March 9. 
He was 69 years old. 

Mr. Holden, connected with the 
Smithsonian since 1940, was in 
charge of lapidary work in the 
Museum’s Department of Geology. 

While at the Museum, Mr. 
Holden created a stone map of the 
United States. Each state was 
carved from a single stone native 
to that state. The 48 states were 
then pieced together. Bodies of 
water were fashioned in turquoise. 

Mr. Holden also fashioned a zo- 
diac with the 12 seasonal signs 
cut from mineral rock similar in 
color to the monthly birthstone 
gems. The pieces were shaped 
like the signs of the zodiac—the 
ram, scorpion, and others. 


N.Y. Horological Society 
Joins Horological Institute 


The Horological Society of New | 
York unanimously voted to affili- | 
ate with the Horological Institute | 


of America at the Society’s March 
4 meeting. 


Robert Gasser and Ben Matz of | 


Benrus Watch Co. spoke. 


Precious and 
Semi-precious 


STONES 


Star Sapphires Cat's eyes 
Emeralds Rubies 
Sopphires Aquamarines 
Peridot Amethyst 
Jade Turquoise 


RINGS 
Precious Stones 


in appealing mountings 
for ladies and gentlemen 
Memo selections sent promptly 


Allan Caplan 


2 West 46th St. 


New York 36, N. Y. 
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SALESMAN 


CALLING ON BETTER JEWELRY STORES 
AND DEPARTMENT STORE JEWELRY 
DEPARTMENTS TO CARRY SIDE LINE OF 
FINE IMPORTED DANISH STERLING 
SILVER; PLAIN AND GEM SET; RETAIL- 
ING $2.00 to $200.00. ALSO IMPORTED, 
SILVERPLATED, EXCITING BOTIQUE 
LINE. LIBERAL COMMISSION. 

FOLLOWING STATES 

OPEN 
THIS FALL: 

OHIO, MICHIGAN, KENTUCKY, MOST 
OF INDIANA, ALSO ENTIRE SOUTH 
FROM TEXAS EAST. 

GIVE PARTICULARS AND TERRITORY 

INTERESTED IN. REPLY: 


IRVINE ASSOCIATES 


SUITE 411 
55 E. WASHINGTON STREET 
CHICAGO 2, ILLINOIS 
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LEWIS R. EISNER, V.P. 


IN CHARGE OF 
NEW 
BUSINESS 








BALANCED FINANCING 








0 900900006464 6600904406665 
OLD MINE DIAMONDS and 
Broken Stones Bought 
Re-cutting for the Trade 





We specialize in stones !/> ct. 
to 2 ct. all shapes 
You make more profit because 
you buy "DIRECT" 

We ship to you on 
memorandum only! 


"You pay only when you sell.’ 
BANKING REFERENCES UPON REQUEST. 


JACK BLAUWEISS 


Est. 1915 
Plaza 7-2413 


New York 36, N. Y. 
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Exhibition showcases of the Watch 


About 15,000 clocks and watches 
of an infinite variety of styles are 
ticking away in over 160 display 
booths at Basel, Switzerland, 
scene of the 4lst annual Swiss In- 
dustries Fair, which opens April 
27 for 10 days. 

The Fair brings 2,300 exhibi- 
tors together from all major 
trades and industries. Seventeen 
classified groups of products will 
be displayed, including watches, 
applied art and ceramics, and 
household utensils. 

According to The Watchmakers 
of Switzerland, two dominating 
trends in watches are expected to 
emerge: watches with slimmer, 
more restrained lines, and watches 
with a variety of functions. 

Watch innovations exhibited at 
the show are expected to influence 
consumer preferences, and _ be- 
come window features of the re- 
tail jeweler for Fall and Christmas 
merchandising. Spring and sum- 
mer sales of these slimmer, more 
functional watches will help retail 
jewelers to anticipate later buy- 
ing tastes, according to special- 
ists. 

Among the special feature 
watches to be introduced at the 
Fair are wrist alarms with calen- 
jar attachments, and watches that 
correct their own variations and 
perform tasks varying from slide 
rule calculations to split-second 
timing. There will even be a bed- 
side alarm clock equipped with a 
thermometer. 

Other special features include an 
independent self-winding mecha- 
nism secured to the movement by 
| only two screws, winding staffs in 








| Basel Fair Expected to Set Fall Watch Style Trends 












Pavilion at the Swiss Industries Fair. 


one part instead of two for water- 
proof casings, and an automatic 
device to replace the present self- 
winding click spring. 

Three new calibers of small 
women’s watches and a number 
of new calibers of men’s will be 
unveiled. 


Ring Guild of America Has 
Five New Associate Members 


The Ring Guild of America has ad- 
mitted five associate members. 

They are Edward Lembeck Bros., 
Heller Hope Co., J. & H. Baer, Inc., 
and W. C. Von Clemm, Inc., all New 
York stone dealers, and Hoover & 
Strong, Inc., of Buffalo. 

The RGA, recently formed to pro- 
mote interest in gem rings, has an 
extensive advertising and public re- 
lations program (see article in Feb- 
ruary issue). 








FREE TWO BOOKLETS 


Show An Amazing New Way To TURN 
PAST DUE INSTALLMENT ACCOUNTS 
INTO CASH! Quickly And Easily At Low- 
est Possible Cost. If you have P & L or 
Unpaid Installment Accounts on your books 
and you’ve been unable to collect them 
yourself—prepare for a pleasant surprise! 
Credit Information Bureau wiil tell you 
where your debtor lives—where he works 
and where he banks. 
you? LESS THAN THE CO 
OF YOUR FAVORITE CIGARETTES. You 
ean't afford to be without this service. 
Your delinquent debtors are working—why 
not collect from them now—while “times 
are good for them” and the iron is hot? 
Send Today for 2 FREE INFORMATION 
booklets “How To Out-think Your Debtor” 
and “Skip Tracing Made Easy.”’ There is 
no cost or obligation. No salesman will call. 
The few minutes you spend reading this 
booklet may help you collect more money 
than you ever thought possible. You owe 
it to yourself to send for these booklets 
Now! 
CREDIT INFORMATION BUREAU 
DEPT. JK5, 364A MAIN ST. 
EAST ORANGE, N. Jd. 


Free! Tear off and mail ad now! 
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Retailers Protest Lifting of 
Post Exchange Restrictions 


Washington, D. C.—A new fight is 
brewing over how far military post 
exchanges should be permitted to go 
in competing with private retail mer- 
chants. 

The latest flareup in the long feud 
is caused by a request from the De- 
fense Department for congressional 
permission to ease restrictions on 
what the exchanges may seil. The 
Armed Services want to raise the 
dollar limits on such items as 
jewelry, dinnerware, appliances and 
cameras, and add new lines including 
portable typewriters, men’s. sport 
clothing, and tires and batteries. 

Permitting servicemen to buy such 
non-essential items at post exchange 
discount prices would bolster morale, 
the military says. Pentagon officials 
describe the move as a “moderate 
increase” in the scope of post ex- 
change operations. Retail spokesmen 
charge it would be a complete “re- 
moval of barriers.” 

The Pentagon has the authority now 
to broaden the list of items post ex- 
changes may carry without congres- 
sional approval, but is asking the 
House Armed Service Committee for 
its views in order to avoid as much 
friction as possible with retailers. 

In the latest attempt to broaden 
PX operations, the military wants to 
raise the dollar limit on the rings it 
sells from $35 to $50; to sell all types 
of watch bands and attachments up to 
$5 (they are now prohibited from sell- 
ing bands made of precious metal); 
raise the dollar limit on dinnerware 
from $12.50 to $25 a set for four- 
place settings; raise the dollar limit 
on electrical appliances from $15 to 
$20 and include fans, vacuum cleaners 
and mixers of up to $30; raise the 
dollar limit for flatware from $25 
to $35 for a set of 34 pieces; raise 
the dollar limit for drinking glasses 
from 25¢ to 50¢ each; raise the dol- 
lar limit on radios from $35 to $50; 
raise the dollar limit on record play- 
ers from $25 to $50, raise the dollar 
limit from cameras and projectors 
from $35 to $50. 

Retail industry spokesmen point 
out that the dollar limits for post 
exchanges are for PX prices, which 
are generally equal to wholesale 
prices, and do not include the retail 
markups of 40 to 100 percent and 
more. Thus a $60 limit on watches 
permits the exchange to sell a watch 
which would retail for around $120, 
they say. 


Retailers protest to committee 


Opponents of “PX” expansion point 
out that it would be detrimental to 
the retail industry, and complain that 
the items involved in the expansion 
are not those of “convenience and 
necessity” to servicemen. 

Retailers are also protesting to the 
Committee about the special order 
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transactions, under which servicemen 
can order virtually any merchandise 
through the exchange even though 
it is not stocked. 

Military spokesmen claim that post 
exchanges operate at a profit as any 
retailer does, and turn over funds 
for servicemen’s recreational activi- 
ties. But retailers have pointed out 
repeatedly that the exchanges do not 
pay taxes, rent, utility bills, ware- 
housing or other normal overhead 
expenses. This permits them to op- 
erate on small markups and also to 
take advantage of central purchasing 
and receive volume discounts, the re- 
tailers have charged. 

President Eisenhower has made it 
known in the past that he firmly 
supports the military in their defense 
of a “vigorous” post exchange pro- 
gram, and will fight any attempts 
to “unduly restrict” them. Similarly, 
the House Armed Services Committee 
has in the past sided generally with 
the military, although conceded that 
some limits are needed. 

A committee spokesman said, when 
the controversy first broke out just 
as the new Congress was convening, 
that he expected the committee to 
hold a “conference” with representa- 
tives of leading retail groups to dis- 
cuss the latest efforts to expand post 
exchange onerations. 

Under initial Committee plans, no 
testimony will be taken from individ- 
ual retailers or local organizations. 
“This is a nation-wide problem, and 
we'll deal with it that way,” a Com- 
mittee source said. 


Grand Drawing Held in 
Reed & Barton Display Contest 


The names of the 33 grand prize | 
winners in Reed & Barton’s recent 
“Autumn Leaves” window display con- 
test have been drawn by Mr. Albert 
E. Haase, president of the Jewelry 
Industry Council. 

Hundreds of jewelers from coast to 


coast participated in the contest, 
which was sponsored by Reed & Bar- 
ton Silversmiths, Taunton, Mass., to 
help launch their newest sterling flat- 
ware pattern, “Autumn Leaves.” 

A novel feature of the contest was 
that every store which took part won 
a prize. 


Versatile Milwaukee Jeweler 
Gets Write-Up in Local Paper 


Fon du Lac, Wisc.— When E. J. 
“Ernie” Wenzlaff retired and gave up 
his jewelry and music store after 38 


years in business, he found himself | 


the subject of a feature story in the 
Milwaukee Sentinel. 

Wenzlaff is not only a jeweler and 
musician, but an accomplished base- 
ball umpire as well. 

The newspaper story told of some 
of Ernie’s more unusual experiences 
as an umpire, and related how he got 
into the jewelry business. 








##5472—Platinum Diamend Ring. 
18 diamonds: approximately .80 carat. 


The New Look 
for Old Jewelry 


Original BCW designs, individually 
created, die struck and hand crafted, 
produce re-mountings of inimitable 
charm from old jewelry and stones. 
A precise art sketch of each design 
is submitted to you for your client's 
approval. For the alert jeweler, 
here is a wonderful field of extra 
profit. 


Let us Re-Mount your old jewelry 


Bierschenk-Clark-Wiegand, Inc. 


203 S. 12th St., Philadelphia 7 











Sweeping the Country 
FANTASTIC SALES 


98 REPORTED 


P.T. 
(KEYSTONE) 


HIGH SCHOOL 
FRIENDSHIP RING 


@ Sterling silver 

@ Baked enamel 
colors 

@ Piace for 
engraving 


ALL HIGH 
SCHOOL COLORS 


A natural for promotion minded jewelry 

stores . . . Send for sample. Patented, Beau- 

tiful heavy weight .. . Mats free . . 

dozen minimum .. . Proven success. 
Piatributed solely by 


GAINSBORO OF BOSTON 
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NEW 138 PC. FATHER'S DAY 
WINDOW DISPLAY KIT 


complete, only $4.75 (plus postage) 

his complete ready-to-use material consists of these 
ome displayers: Two easeled Display Cards tixt4” 
three Streamers 8x28”, three Pennants 8x!2”, six diamond 
shape Signs 8x8", six Window Strips 4xi4”, eighteen 


| Lapel Reminder Badges, plus 100 colored Price Tickets. 


identify your store as Father’s Day Gift Headquarters. 


EDWIN FREED, INC., 14 WEST 23 ST., W. Y. 10 
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SUPERIOR QUALITY AND 
VALUE 


EUREKA TARNISH-PROOF 
CHESTS FOR SILVERWARE 


Lined with famous Pacific Silver Cloth 
also rolls and bags 


EUREKA MFG. CO., INC. 
Taunton, Mass. Since 1926 


Descriptive leaflet and prices 
gladly sent on request. 














OUTSTANDING SELECTIONS 
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DIAMOND WATCHES 


with CRYSLER or 
NAME BRAND MOVEMENTS 


DIAMOND CASES 


Te fit Name Brand Movements 











AVANMLABLE TO RATED JEWELERS ON 3 DAY MEMO. 
| ne State Price Range Desired. 














CATALOG upon request 
WATCH & 


CRY SLER versio 


580 Fifth Ave., New York 36, N. Y. 
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Board members of the Horological Institute of America (pictured 


Gruen Hosts Officers of Horological Institute 






above) were luncheon guests of Gruen Watch Co., following their mid- 
winter board meeting in Cincinnati, Jan. 27. Horologica] Institute 
officers were taken on a tour of Gruen’s plants at Norwood, Reading, 


Seymour and Time Hill. 








Longines-Wittnauer Purchases 
Obex Manufacturing Corporation 


As part of a program in product 
diversification, Longines-Wittnauer 
Watch Co., Inc., has acquired Obex 


| Mfg. Corp., New York, manufac- 
| turers of cameras and other preci- 
| sion products. 


Announcement of the purchase 


was made by M. Fred Cartoun, 


board chairman of Longines-Witt- 
nauer, and Otto Brullhard, Obex 
president. 

Obex makes Bolsey cameras and 
precision mechanisms for defense 
and commercial use. 


- Sapphire Collection Given U. S. 
By Kazanjian Foundation 


Harry and James Kazanjian, of 


| Kazanjian Bros., Los Angeles gem 


dealers, have set up a non-profit 


_ foundation through which rare and 


precious stones valued at more than 


| $1 million have been pledged to the 
| nation. 


Purpose of the foundation is to 


| preserve and exhibit the gems and 
| provide educational] scholarships 
| for foreign-born students. 


The Kazanjian brothers plan to 
present the Foundation the black 
sapphire “Star of Queensland,”’ 
said to be the world’s largest sap- 
phire and to be valued at $300,- 


000. The foundation will also ex- 
hibit the “‘American Presidents in 
Sapphire” collection. 

Members of the Foundation in- 
clude: Alfred Wodill, Executive 
Director, American Gem Society; 
George Brock, president of Brock 
& Co., Los Angeles; Dr. George 
Switzer, assistant curator, Smith- 
sonian Institution; William Lowe, 
president, William Lowe, Inc., New 
York gem importer; and Henry 
Lambert, president, Lambert Bros., 
New York jewelers. 


— 


Jewel Bearing Plant to 
Keep Operating Indefinitely 

The Government will continue to 
operate its jewel bearing plant at 
Rolla, N. D., despite recent threats 
to close it. 

The plant, the only exclusive pro- 
ducer of jewel bearings in this 
country, will be operated until June 
30 under direction of the Army. 
After that, some other agency will 
probably take over its operation, 
according to the Defense Depart- 
ment. 

Earlier, the Pentagon decided it 
no longer needed the plant’s pro- 
duction as a safety measure in case 
of war. Protests, mainly from Con- 
gressmen who opposed the loss of 
work for the 158 Indians employed 
there, forced a restudy. 
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KING-SIZED CAKE FOR A 
KING-SIZED PARTY: A _four- 
foot-high cake helps Toast- 
master Products Division of 
McGraw-Edison Co., Elgin, IIL, 
celebrate both the 110th birthday 
anniversary of Thomas Alva Edi- 
son and the merging of two manu- 
facturing firms. Consolidation of 
McGraw Electric Co. and Thomas 
A. Edison, Inc., into the new 
McGraw-Edison Co. was completed 
just prior to Edison’s birthday 
anniversary; some 15,000 employ- 
ees of 29 divisions of the merged 
firms joined in the birthday ob- 
servance. Photo shows Murray 
Ireland, Toastmaster Division 
president and developer of the 
automatic pop-up toaster, cutting 
the first slice of cake. Taking part 
in the observance were Elgin 
Mayor Orlo Salisbury (center) and 
Toastmaster employee Walter 








Fardley. 


Jacoby-Bender Unveils 
Waterproof Watchband 


Jacoby-Bender, Inc., 62-10 North- 
ern Blvd., Woodside 77, New York, 
manufacturers of J-B watchbands 
and idents for men and women, re- 
cently introduced a new waterproof 
watchband. 

During the past two years, every 
part of all J-B waterproof watch- 
bands has been made of a new 
formula stainless steel. Extensive 
research and testing of the merits 
of the stainless steel bands has been 
conducted by J-B and leading steel 
mills, with most satisfactory re- 
sults. 

J-B now guarantees that every 
band tagged with a red, white and 
blue string tag is a genuine J-B 
Waterproof Watchband. 

A special display features the 
new bands. It is part of a packaged 
promotion which includes a mor- 
rocco-bound book holding ten spe- 
cially-carded waterproof bands, and 
a promotion kit. 

An extensive advertising cam- 
paign in leading consumer publica- 
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tions will introduce the new watch- 
bands. The three-month campaign 
starts this month. 

The packaged promotion, avail- 
able from authorized J-B whole- 
salers, is free with the purchase of 
each dozen J-B Waterproof Watch- 
bands. It may also be obtained by 
writing Jacoby-Bender, Inc., 62-10 
Northern Blvd., Woodside 77, New 
York. 


Otto Klebsattel Retires After 
50 Years with Binder Brothers 


Fifty years with one firm with- 
out a day of sickness is quite a 
record for a man. 

The record belongs to Otto H. 
Klebsattel, who retired in Febru- 
ary. He had been with Binder 
Brothers, Inc., ever since his ar- 
rival in New York from Pforz- 
heim, Germany in 1907. He earned 
$5 a week during his first year. 

In 1910, after three years of of- 
fice work, Otto tried selling com- 
pany products on a four-week trip 
through New England and New 
York State. He succeeded in open- 
ing 40 accounts, 
are still active today. 

He has been a salesman ever 
since, with territory in the Mid- 
west and Southwest. 

Mr. Klebsattel is now vacation- 
ing in Florida. On April 15 he 
sails on a three-month visit to his 
old home town of Pforzheim, 
which, interestingly, is the gold 
and silver jewelry center of Eu- 
rope. 


Gus Niemeyer (right) presents 
Otto Klebsattel with a gold-plated 
sterling cigar box on behalf of 100 
friends, whose signatures appear 
on the box. At left is Jack Her- 
ing, head of Charles W. Warren, 
Detroit. Charles Sommer stands 
beside Otto. 
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JACK J. FELSENFELD, Inc. 


9 Moiden Lane, New York 38, N. Y. 











VIONDS 


Important single stones in 
fancy and round— 

rare colored diamonds 

of natural color 

write, wire or phone 


MARTIN I. HARMAN 


36 W. 47 St., N.Y. 36, N.Y. 
Plaza 7-2546 




















It's DuPont Nylon Time Again! 


Only JEWELITE offers such a wide variety of 
colors, styles, and patterns at such sensible 
L prices .. . packaged in bulk, on attrac- 
tive display cards, or on eye catching revolv- 
ing display stands. 

monufactured by 


J. L. POPOWICH AND SON 
802 Sansom Street Philadelphia 7, Penna. 
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108 FULTON ST., NEW YORK 38, N_ Y. 
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NEW ak YORK 


Albert J. Rosenthal will operate 
his own store at 3 Main St., Ro- 
chester, N. Y., after more than 30 
years in the jewelry business. Mr. 
Rosenthal was formerly vice presi- 
dent and treasurer of Marks & 
Abramson, Inc. 


Richter’s Jewelers, Inc., has leased 
store quarters at 519 Madison Ave., 
New York. 


Jay Jewelry Co., Schenectady, N.Y. 
located at 335 State St., for the past 
20 years, will move to 315 State St., 
former Whelan Drug store site. 


The Napier Co., New York, manu- 
facturer of fashion jewelry, is mov- 
ing its offices and showrooms to 530 
5th Ave. It has been at 389 5th Ave. 
for 34 years. 


Jerome M. Wilson, vice president 
of Wilsons Leading Jewelers, Syra- 
cuse, N. Y., has announced appoint- 
ment of Earl E. Hart as merchandise 
manager. Mr. Hart will also coor- 
dinate the operation of Wilsons’ 
stores in downtown Syracuse, Shop- 
pington, Northern Lights, Shop City, 
Auburn and Buffalo. 


The East Side Jeweler’s Associa- 
tion met recently to plan a member- 
ship campaign and elect officers. 
Adolph Pusrin, one of the founders, 
was elected for his seventh term as 
president. 


Col. Harry D. Henshel, vice presi- 
dent and director, Bulova Watch Co., 
is participating in the Fourth An- 
nual Arthritis Telethon, sponsored by 
the New York State Chapter, Arthri- 
tis and Rheumatism Foundation. 


Bruce Enderwood, former vice pres- 
ident of advertising at Gruen, re- 
signed to set up his own advertising 
consulting business. Mr. Enderwood 
has his new office at 130 E. 39th St., 
New York. 


Mr. and Mrs. Isiah Zisser, Olean, 
N. Y., have purchased Begg’s Jewel- 
ers from Mr. and Mrs. Sam Arnson. 


Kenneth L. May, of Archie K. May 
Jewelers, has been elected a director 
of the Credit Bureau of York, Inc., 
York, Pa. 


Clarence Dates is now the sole 


_owner of the Quality Jewelers busi- 


ness, Wolcott, N. Y., after eight 
years of partnership with Mrs, Mae 
Blake. 


Arthur J. Block of T. C. Tanke Inc., 
Buffalo jewelers, has been elected to 
the board of directors of the Buffalo 
Better Business Bureau. 


Murry Rothenberg, Monet Jewelers 
executive, has been named chairman 
for 1957 of the Costume Jewelry Di- 
vision of Joint Defense Appeal, fund 
raising arm of the American Jewish 
Committee and the Anti-Defamation 
League of B’nai B’rith. 


George A. Schuetz, president of 
Larter & Sons, Newark, N. J. is cele- 
brating his 25th year with his com- 


pany. 


Murry Marot, owner of Park Hill 
Jewelers, Yonkers, N. Y. is the new 
chairman of the Yonkers Retail 
Jewelers Association. Also elected to 
the board of directors were Seymour 
Rosenwasser and Louis Lenter. Re- 
elected to the board were Peter 
Fisher, William Roth and Otto Mon- 
heimer. 


Jay C. Lighterman has been ap- 
pointed vice president and merchan- 
dice manager of Tappins Jewelry 


Lighterman 


Stores, Newark, N. J., it was an- 
nounced by Frank F. Goodman, pres- 
ident of the chain. Mr. Lighterman 
will be in charge of merchandise and 
buying for the 13-store chain. 


Joseph Bobley Jewelry, Inc., New 
York, has appointed Max Spector 
general manager. He succeeds 
Mitchel Kuhn, who is no longer with 
the firm. 


Jewelers’ Quting Club, formerly 
Maiden Lane Outing Club, has elected 
these officers for 1957: Dick Bromley, 
president; Albert Altesman, vice pres- 
ident; Joseph H. Frier, Jr., secretary- 
treasurer. 
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NEW 


Dario Giannoni, Barre, Vt., who op- 
erated a jewelry store at 325 N. 
Main St. for three years, is now lo- 
cated at 219 N. Main St. 


Sumner Olstein, graduate member 
of Gemological Institute of America, 
and a member of the New England 
Guild, American Gem Society, form- 
erly with Pond Jewelers, Inc., Chel- 
sea, Mass., has joined the staff of 
Charles, Henry & Crowley Co., Inc., 
Boston. 


SDA 
Olstein 


Fabian Souci of Soucie’s Jewelry 
Store, Pittsfield, Me., will be moving 
to a larger location soon. 


Harry F. Lasher of Michaels Inc., 
926 Chapel St., New Haven, Conn., 
won a grand prize in Reed & 
Barton’s nationwide contest open to 
2,500 jewelry and department stores 
throughout the country. The window 
decorator received a “Holiday” silver 
centerpiece from the silversmiths of 
Taunton. 


D. C. Percival & Co., Inc., Boston, 
announced the election of the follow- 
ing officers: Lawrence F. Percival, Jr., 
president treasurer; Lorenz E. Ernst, 
general manager; and D. Devereux 
Barker, Laurence B. Fletcher, Norman 
H. Hayes, and David C. Percival, Jr., 
directors. 


Scott Jewelry Co., Holyoke, Mass., 
opened with a ribbon cutting cere- 
mony recently. This is the chain’s 
twelfth store; began in Lowell, Mass., 
in 1934. 





ENGLAND 


Ernest H. Wiburg of West Holyoke, 
Mass., has been elected a vice-presi- 
dent of Landen-True, Inc., Spring- 
field, Mass. 


Jack Sawyer of Laconia, N. H. 
president of the New Hampshire Re- 
tail Jewelers Association, met recent- 
ly with the directors of the organiza- 
tion to plan for the joint convention 
of the New Hampshire and Vermont 
Jewelers Associations at the Lake 
Tarleton Club, Pike, N. H. in June. 
Retail jewelers of Maine have been 
invited also. 


The Horological Society of Massa- 
chusetts invited Richard W. Slaugh, 
of Hamilton Watch Co., 
speak at its recent meeting. 


I. Alberts’ Sons, Inc., Boston, have 
opened new shipping and warehouse 
facilities at A St., South Boston. 


Richard Moore of Edmund W. Kir- 


by, Boston, assisted by Fred Shapiro | 


of Modern Jewelers Supply, Inc., act- 
ed as chairman for the Boston whole- 
sale jewelers in the March Red Cross 
campaign. 


of the Prince - Cotter 
Co., Inc., Lowell, Mass., by Gordon 
Bros. of Boston began recently. Ed- 
ward Cotter, owner, plans to retire. 


Liquidation 


has 
Store 


Albert Behr, 
taken over the 
from his father. 


Ellsworth, Me., 
Behr Jewelry 


A. C. Brine, jeweler of Norwich, 
Conn., has moved from 54 Broadway 
to a new store on Maine St. 


Hollis-Jennings Co., Boston, has 
taken over Joseph B. Lukas, Inc., 
Natick, Mass. Mr. Hollis plans to 
remain at the Boston store, while 
Mr. Jennings will be at Natick. 


Albert E. Alie, jeweler of Dover, 
N. H., since 1914, has taken his sons 
R. Normand and Leopold 
business. The business will be known 
as A. E. Alie & Sons, Inc. 


Samuel Furh, owner of Furh Jewel- 
er, Hartford, Conn., has moved his 
store to a larger location at 
Trumball St. 








Canada Firm in 100th Year 


Levy Bros., jewelry firm at 25 Main 
Street West, Hamilton, Ontario, re- 
cently celebrated the 100th anniver- 
sary of its founding. 


FOR APRIL, 1957 


Herman Levy, president of the firm 
and grandson of the founder, said: 
“We feel that our history is that of 
our city. We have steadfastly sought 
to establish a tradition here... .” 
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EASTERN STAR JEWELRY 
Shrine Fez Pins 


Finest quality Austrian rhinestones and 
colored stones. 

Also, White Shrine, Jobs Daughters, 
Rainbow Girls, Knight Templar. 


Special Order 
Emblem Work 








Fraternal and Club Emblem 


Jewelry is our specialty! Sample made 


Lodge 


to your specifications and quotation 
on request. 

Here's quick, sure-profit business and 
excellent advertising for your store. 


Write today for Free Illustrated Folder. 


B. David Company 
2508 Vine Street 
Cincinnati 19, Ohio 














NASH the best light yet 


for your favorite cigarette! 


FOR LIFETIME GIVING... 


GN ASH cvneanree 


© CIGARETTE LIGHTERS 


* Dynoflex sparking 
action at no extra cost 
« Choice of Styles and 
colors 

* FREE repoir service 
for life! 


Priced 








$225 to $695 


from— 











THERE IS NOTHING 
LIKE A 


DIAMOND! 


ee 
lf They can't afford a diamond show them 
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. Op pes: 
Famous for lasting brilliance. 
most shapes and all sizes. 


Write for folder today 


Walderite, 580 Fifth Ave., N.Y. 36, N.Y. 
JU 6-0459 


Available in 











170 























Rudolph E. Huesgen recently cele- 
brated 50 years with the Bauman- 
Massa Jewelry Co. Mr. Huesgen 
started as an errand boy, three years 
later became a diamond salesman, 
headed the firm’s diamond department 
in 1927, and became president in 1953. 


Comay’s jewelry store, Gary, Ind., is 
doubling its floor space, and installing 
a new front and sign. 


The Toledo Jewelers Association has 
elected its new officers. They are: 
William N. Osterman, president; 
August Neuman, vice president; Jerry 
Silverblatt, secretary; and Robert 
Armstrong, Jr., treasurer. 


Arthur E. Manheimer, of Hampden 
Watch Co., Chicago, has retired and 
sold his interest to Max Adler, his 
partner. 


Al Lauschke, president of the Chi- 
cago Jewelers Association and sales 
representative for Handy & Harman, 
Inc., attended the Manufacturing 
Jewelers & Silversmiths banquet in 
Boston recently. He also attended the 
24 Karat Club dinner in New York, 
the Bosten Jewelers Club dinner and 
the Canadian Jewelers Association 
dinner at Toronto. 


John Biggins, vice president of Elgin 
National Watch Co., Inc., celebrated 
his 25th year with the company. Mr. 
Biggins is a former president of the 
Chicago Jewelers Association. 


G. A. Soden Co., Inc., which for 25 
years had conducted a catalogue bus- 
iness from 5 S. Wabash Ave., Chicago, 
has moved to larger quarters at 546 
W. Washington St. 


MILD -WES I 






Melvin Jewelry Co., of Covington, 
Ky., has been chartered. 


Hubbard-Denn Jewelers, Inc., Salt 
Lake City, Utah, has been sold by 
W. T. Denn to Fred R. Dunn and 
R. Udell Anderson. Mr. Dunn has 
been with the firm for 40 years and 
Mr. Anderson for 10. Mr. Denn or- 
ganized the company with the late 
L. E. Hubbard in 1908. 


Jack M. Samuel, Jeweler, Springfield, 
Ill., has moved his business from 
405 E. Monroe St., to 525 E. Monroe 
St. 


A. J. Schwartz has been named presi- 
dent of the newly organized Jewelry 
Manufacturers Guild of Milwaukee. 
Other new officers are Dale Powers, 
vice president, and Dennis Slowienka, 
secretary-treasurer. 


The Southeastern Michigan regional 
exhibition of the 30th Scholastic Arts 
Award contest, held recently, had the 
art of jewelry design among its 28 
classifications. 


Greater Detroit Jewelers Association 
newly elected officers for 1957 are as 
follows: Harry Clark, president; Max 
M. Lebowitz, Ist vice president; Max 
Schwartz, 2nd vice president; Edward 
J. Gehringer, treasurer; and Bud Ger- 
son, secretary. 


Lew Bowen, watchmaker, has opened 
his own office at 514 Kalamazoo 
Building, Kalamazoo, Mich., for han- 
dling trade work from retail jewelers. 
He has been in the watchmaking and 
repair business for eight years. 








IRS Clarifies Ruling 
On Jeweled Lighters 


The Internal Revenue Service, in a 
clarifying ruling, said that pocket 
lighters ornamented with rhinestones 
or colored stones are subject to the 
retail excise tax, rather than the tax 
at the manufacturing level. 


Jewelry, which is taxed at the re- 
tail level, includes items ornamented 
with precious stones or imitations. 
When lighters are thus ornamented, 
they become jewelry and are subject 
to the retail tax, IRS says in ruling 
number 57-64. 

In another ruling (57-65), the IRS 
says that a camera with built-in 
electronic system weighing more than 
4lb., including batteries but exclud- 
ing film and lens, comes within the 
exemption to the manufacturers ex- 
cise tax for the larger cameras. 


Small Stores May Have to 
Pay Unemployment Money 


Washington, D. C.—Small stores 
(those with between one and three 
employees) may soon be required to 
start paying unemployment compen- 
sation. At present, the law requires 
unemployment pay only for stores 
having four or more persons on the 
payroll. 

The U. S. Department of Labor is 
now studying the possible effect of 
requiring smaller stores to set up job- 
less pay plans. It is likely that a for- 
mal request for extension of unem- 
ployment compensation will be made 
of the new Congress. But whether 
such a request will be approved seems 
doubtful. 

Employers at the present time are 
taxed from zero to 4 per cent for un- 
employment compensation, the rate 
varying ‘in different states. 
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Arthur J. Sundlun, owner of A. 
Kahn, Inc., Washington, D. C., has 
won the city’s Central Business As- 
sociation’s “Man of the Year” award. 
Among his many other activities, Mr. 
Sundlun has been a member of the 
Washington Better Business Bureau 
for 30 years, and served four terms 
as president of the Maryland-Dela- 
ware-District of Columbia Jewelers 
Association. 


Ed Curry has sold his interest in 
Curry - Hambrick Jewelers, Ballinger, 
Tex., to become associated with the 
Texas Methodist Stewardship Move- 
ment. 


Downie Jewelers, Fort Lauderdale, 
Fla., gave visitors to its new store 
the opportunity of dipping a hand in 
a goblet and coming up with a dia- 
mond. The goblet had been filled with 
glass chips and a few small diamonds. 


Lowell T. Brisendine, a graduate of 
Bradley University’s School of Hor- 
ology, has opened a jewelry store in 
Bruceton, Tenn. 


The Jewel Box, which has more 
than 60 stores, most of them in Vir- 
ginia and the Carolinas, has opened 
a new store in Harrisonburg, Va. 


George F. Clarke, Coral Gables, 
Fla., has relocated his jewelry store. 
Due to demolition of the building, 
Mr. Clarke moved from 106 8. E. Ist 
Ave., where he had been in business 
since 1939, to 1929 Ponce de Leon 
Blvd. 


Bernard Adler, specializing in cos- 
tume jewelry, recently opened an es- 
tablishment in the new Mondawin 
Shopping Center, Baltimore. Mr. 
Adler is the former owner of Bur- 
dell’s Jewelry Store, and has been a 


SOUTH 


salesman for S & N Katz, Baltimore 
retail jewelers. The new owner of 
Burdell’s is William Hooper. 


Stanley F. Radke & Associates, 
Fort Lauderdale, Fla., has been 
named Southeast representative for 
Buehner - Wanner of East Norwalk, 
Conn., manufacturers of Hostess ac- 
cessories. 


Nelson Coleman, Baltimore Jeweler, 
discussed jewelry designing at a re- 
cent dinner meeting of the Women’s 
Advertising Club of Baltimore. The 
subject was “What Can Be Done 
With Old Jewelry.” 


Nat Kessler Jeweler, Inc., Macon, 
Ga., has received a charter. 


The Winston-Salem (N. C.) Watch- 
makers Guild heard Sam Johnson of 
Raleigh, N. C., discuss revisions in 
the watchmaker licensing bill. 


Jewelers Association of Baltimore 
recently elected officers and directors 
for 1957. They are: Robert W. Culp, 
James R. Armiger Co., Inc., president; 
Jules E. Morstein, Jules E. Morstein 
Jewelers, first vice president; Richard 
H. Erlanger, S. & N. Katz Inc., sec- 
ond vice president; Jerry Weingroff, 
American Jewelry Co., treasurer; 
William G. Ewald, Retail Merchants 
Association, secretary; and Esther 
Stevens Stumpner, Retail Merchants 
Association, assistant secretary. 

Directors elected were: Henry 
Brown, Max Kohner, Inc., Anton Fet- 
ting, A. H. Fetting Mfg. Jewelry Co., 
Inc; Samuel Lakein, Lakein Jewelry 
Co., Inc.; Gideon N. Stieff, Jr., Stieff 
Co., Inc.; Kennard Strauss, Park 
Jewelers; Alfred Sundheim, Braun’s; 
E. L. Sutcliffe, Samuel Kirk & Son, 
Inc.; and Robert B. Swerdlin, Bur- 
ton’s Jewelers. 








U. $. Steel Pushes Bridal Gifts 


In ‘Operation Shower’ Promotion 


Pittsburgh—“Shower the Bride with 
Lifetime Gifts, Give Her Gifts of 
Steel” is the theme for the United 
States Steel Corp.’s third annual “Op- 
eration Shower” national promotion. 

Advertising for this retail promotion 
will include four television commer- 
cials on June 5 and 19, each scheduled 
to reach 25,000,000 over a 135-sta- 
tion network; a four-color spread in 
Vogue’s special July bridal issue and 
advance notices in trade publications. 

In 1956, nearly 15,000 retailers re- 
quested “Operation Shower” kits from 
U. S. Steel. Similar kits are available 
this year as well, free. 
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Officers Installed By N. Y. 
Retail Jewelers Group 


Retail Jewelers Association of 
Greater New York, Inc., recently 
installed newly elected officers. 
They are: Harry Wexler, presi- 
dent; Arthur Calamar, executive 


vice president; Bennett H. 
Schwartz, secretary; E. Werner 
Gross, treasurer; Leo Wiener, 
vice-president for Manhattan; 
Max Mittleman, vice-president for 
Bronx; Lester Roberts, vice-presi- 
dent for Brooklyn; Salvatore 
Frassanito, vice-president for 
Long Island and Benjamin Fried- 
man, sergeant-at-arms. 
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The Jewelers Catalogue 
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HARRY GREENWOLD 
WALLENSTEIN-MAYER CO. 


31 East Fourth Street 
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for Nationally 
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In our own building with Greater 
Facilities for Better Service 
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JOSEPH HAGN COMPANY 
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NOW FOR 1957 
REDUCED PRICES 


No. Iik Sheepskin mo- 
rocco grained leather 
cases, black, brown, 
blue, green, tan for Swiss 
and Waltham Clocks. 


immediate Delivery 
Dealers $2.50 


ARISTO IMPORT CO., INC. 
630 5th Ave., New York 20, N. Y. 
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Five Jewelers from the Capitol Hill 
section of Oklahoma City, Okla., were 
given recognition in a special tabloid 
section of the “Capitol Hill Beacon” 
recently in connection with a special 
edition commemorating “Over 50 
Years of Progress.” Included were 
the following jewelers: Jim Beaty, 
manager of Beaty Jewelry; Troy 
Groves, who operates Groves Jewelry; 
H. Malcolm Robinson, co-owner of 
Robinson Jewelers; Robert M. Poe, 
manager of L. G. Meyerding Jewelry 
Co., and Mrs. Charles Sarratt, mana- 
ger of Burns Jewelry store. 


C. D. Jennings, owner of Jennings 
Jewelry Store, Broken Arrow, Okla., 
revealed plans for a new location at 
118 S. Main St. Plans for extensive 
remodeling and modernization of the 
new store call for an extension to 
50-foot depth, giving the store 1250 
square-feet of floor space. 


The Gem Jewelry Co. of Tyler, Tex., 
has recently been incorporated. Capi- 
tal stock was listed as 200 shares at 
$100 a share. Incorporators were 
M. L. Jacobs, Elliot A. Jacobs and 
Nelson T. Alter. The latter was listed 
as the registration agent. 


The Casady Square Jewelry and Gift 
Shop recently held a two-day opening 
to show off the newly remodeled and 
enlarged store at 9329-31 Pennsyl- 
vania Place in the Casady Square 
shopping district, about ten miles 
north of Oklahoma City. The store 
now has 2250 square feet of floor 
space, three times its former size. The 
30-foot glass front has two all-glass 
entrance doors. New fluorescent light- 
ing was installed, new fixtures added 
and the entire store carpeted. 








Postmaster General to Seek 
Substantial Postal Rate Hike 


Washington, D. C.—Postmaster 
General Arthur Summerfield will make 
another strong fight this year for 
sharp increases in postal rates. 


The Post Office Department is 
attempting to have rates raised in 
order to wipe out some $460 million 
of its annual deficit. Businessmen, 
the largest mail users, would pay 
the biggest share of this extra postal 
revenue if increases are approved. 

Mr. Summerfield has been drafting 
what he terms a “revolutionary plan 
for a substantially improved mail 
service.” Postal rate hikes are an 
important part of this plan, he says. 

During congressional hearings on 
increased mail rates, a drive is ex- 


SOUTHWEST Lf 


E. B. Coleclosure, of Collinsville, 
Okla., has moved his jewelry store 
from the 1100 block of Main St. to 
larger quarters in the 1000 block. 


Alan Gordon & Co., wholesale jewelry 
firm in Oklahoma City, Okla., will 
move April 1 from the sixth floor of 
the Liberty Bank Bldg. to 202 NW 
2nd St. 


Hansen & Hansen, Denver, Colo., has 
moved from 1628 17th St., to 327 16th 
St. 


The San Antonio Watchmakers As- 
sociation met recently for its regular 
guild meeting. Detailed plans for 
the coming Texas Watchmakers As- 
sociation Convention to be held in 
June were discussed. 


Zale Jewelry Co., which has 73 stores 
in 16 states, recently completed a 
four-day meeting in Dallas to study 
new styles in jewelry merchandising 
for spring. 


G. E. Jones, Jr., Weatherford, Okla., 
jeweler was featured speaker at a 
recent meeting of the Forensia Club, 
Southwestern State College, Weather- 
ford. Mr. Jones presented a display 
of china with his talk. 


Arthur A. Everts Co., Dallas, re- 
cently cooperated with the Federal 
Bureau of Investigation by drama- 
tizing the FBI’s fight against law- 
breakers. Methods of crime detection 
were shown; some exhibits were flown 
in from Washington, D. C. 





pected to increase the rate for first 
class letter mail from three to five 
cents. Other classes would be sub- 
ject to rates about one-third higher 
than at present under those proposals. 
Mr. Summerfield will back these 
plans, but settle for whatever in- 
creases he can get, an aide says. 


Increase would affect promotions 


An increase in first class letter 
mail would mean higher costs for 
mailing bills and quality advertising 
promotion pieces. 

An increase in third class mail 
would hit mailing promotions. Some 
small packages sent through the mail 
would also be affected by higher 
rates. There is no plan now to ask 
for higher parcel post rates, Mr. 
Summerfield says. 


THE JEWELERS’ CIRCULAR-KEYSTONE 





hehes 


4 
h) su 


WEST COAST 


Daniel Bennett, dealer in precious 
stones at 448 S. Hill St., Los Angeles, 
left for a three-month trip to the 
Orient in February. His plans included 
visits to Japan, Singapore, Bangkok 
and Hongkong. 


The Beverly Hills Sales Co., Inc., 
Los Angeles, is celebrating its sixth 
year in business. The firm specializes 
in religious jewelry. 


John LaNotte, formerly the mana- 
ger of Neely’s Jewelers, Fresno, 
Calif., has taken over the ownership 
of Petrelli’s Jewelry store at 1447 
Fulton St., Fresno. Mr. LaNotte will 
change the name to Lane’s Fine 
Jewelers. 


Walter Dorrer of Higbee and Dor- 
rer, wholesale jewelers at 315 W. 5th 
St., Los Angeles, reported that the 
liquidation program of his firm is 
working out successfully. Mr. Dorrer, 
who has been sole owner of the firm 
since 1938, announced his plans to 
retire this winter. 


C. Alvin Glass, manager of Kay 
Jewelers, San Francisco, was installed 
as 1957 president of the Mission 
Street Merchants’ Association. 


Philip Skornek, guest speaker at 
the March 12 meeting of the Jewelers 
24 Karat Club of Southern California, 
gave members an _ up-to-the-minute 
appraisal of the critical conditions in 





Allan Fayne of Los Angeles is dis- | 


continuing his wholesale business 
after 22 years in the costume jewelry 
field. His plans include a rest and 
possibly a return to the jewelry in- 
dustry in some other phase. 


Francis R. Meacham is new owner 
of the Plaza Jewelers in Redwood 


City, Calif. A former resident of the | 
Northwest, Meacham has been in the | 


jewelry business for 36 years. 


The 1957 California Federation Gem | 


and Mineral show, titled “Gem-O- 
Rama” will be held at Great Western 


Show Grounds, Los Angeles, July 5-7. 


Kenneth L. Fries has opened the | 


Ken Fries Jewelry Shop in room 211 
of the Heim Building, Fresno, Calif. 
Fries, a watchmaker and gemologist, 
was associated with N. Nielsen Jewel- 
ers for 19 years. Fries served in the 


Navy during World War II. He at- | 
tended Bradley University School of | 


Watchmaking, Fresno State College 
and the Gemological Institute of 
America. 


Julius Loeb, 


of Loeb & Velasco, | 


Oakland, Calif., planned to leave Feb. | 


22 with his wife for 


Juarez and Miami. 


Sowers Watchmaking School, San 
Jose, Calif., has expanded its training | 
facilities and doubled its floor space | 
to meet a large enrollment this year. | 








the Middle East. 


Midget Nuclear Battery 
Delivers 5 Years’ Power 


Elgin, Iil.—An_ atomic - powered 
battery no bigger than a cough-drop, 
yet capable of delivering usable elec- 
tricity for at least five years, was 
announced recently. 

The miniature atom-cell is a joint 
research project of Elgin National 
Watch Co. and the Walter Kidde Nu- 
clear Laboratories. 

The cell harnesses a hitherto un- 
tapped source of nuclear power by 
transforming what is known as 
“atomic light” into electrical current, 
without emitting dangerous radiation. 
The unit is reported to give off less 
radiation than dials on watches. 





Chatham Research Laboratories 
70—i4th St.. San Francisco 3, California 
Exclusive Growers of 


Chatham Emeralds 


REG. U.S. PAT. OFF. 
The Only Cultured Emeralds 
Available in the World 
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The development is expected to open 
new vistas in the safe, peacetime use 
of atomic energy. “The wide future 
application of such a power cell in 
personal portable articles such as 
miniature radios, hearing aids or even 
watches, is extremely promising,” 
said Robert C. Miller, Elgin’s manager 
of physical research. 

Minimum production and extremely 
high cost of Promethium 147, the 
man-made radioactive element in the 
cell, limit its commercial use now. 


NUCLEAR MAGIC: Man’s fingers 
loom large holding tiny atomic-pow- 
ered battery. 


a three-week | 
mid-winter vacation to New Orleans, | 


MR. JEWELER . . . > 
- FEELING LOW? 


DO YOU NEED CASH? 

DO YOU PLAN TO RETIRE? 

DO YOU WANT TO LIQUIDATE? or, 

DO YOU WANT TO RUN A SALE 
AND REMAIN IN BUSINESS? 


¢ CALL A SPECIALIST 


WHO CAN ACCOMPLISH THIS THRU 
DIGNIFIED, SUCCESSFUL 


RETAIL o AUCTION 
SALES (35 yrs’ experience) 


or a combination of both 














WE GUARANTEE 100¢ 
ON THE $-PLUS FOR YOUR STOCK 
® Your reputation will be guarded 
© You will have a more popular 
store after sale @ Your business will 
be permanently increased @ We will 
interview you at our expense @® We 
specialize in buying stores for cash. 


WRITE — WIRE — PHONE 


COLMES & BRILL 


Auctioneers — Sales Specialists 


45 W. 45th St., N.Y.C.—JU 6-2334 


























RETIRE 


RUSH TO Edwin—Prced 
bee 
Prove for yourself how our jewelry 
AY FREE TRIAL. Phone. write or 
wire TODAY — 
Do you want the best Credit Jewelry Store in 
AND STORE WILL BE SOLD. 
Did $125,000 in business last year. Have 1100 
lf interested, come to St. Petersburg and in- 
spect. Will finance to responsible parties. 


Show card windew service can nei 
Pi a 
the fastest growing city in Florida? 
live accounts and over 7500 Paid-up accounts. 
BOND JEWELERS 


make more sales! Ask for 
ST. PETERSBURG 
OWNER IS DEFINITELY GOING TO 
PRESENT PERSONNEL WILL REMAIN. 
538 Central Avenue, St. Petersburg, Floride 














Ask For 
Dependable 
Time Tested 


Best for Watches ond Clocks 
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GLASS DISPLAY DOMES 


Individually Packaged for Safe 
and Easy Handling 


For Covering: fe retraann Clocks, Objects D'Art, 
Wedding Cake Ornaments. Supplied with Wal- 
nut, Mahogany, or Black Wood Finished Bases. 
2Yex 5”. .$ 1.63 
. &£O.: Bee 
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_— DOMES ——- BASE 

x 6” ..$1.75 9” 
: “we ees | 11” 
4Yn % 72”.. 2.50 ne 
"4, x 74"... 3.50 Dt 7 
4.x 8” .. 2.50 ; “" 
"4% x 8” .. 2.00 15” 
**With 1” Hole at Top. *Machine Made 

All Prices Net Wholesale 


CRYSTAL GLASS TUBE 
CYLINDER COMPANY 
7317 South Chicago Ave., Chicago 19, Illinois 
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re available for ienaediate delivery in 
© styles and 4 sizes. aa 


ea t. Gold 
ee dia. eh, vo 40 4” dia. $12, 1° $15 
11/4” $5, 1 i a er 2 a $30, 1 1/2” $40 


Wayne Silversmiths *¥5,52.°5° "9" 








Jewelry Stocks Wanted 


Cash Within 24 Hours 
No Stock Too Large, Too Small 
Diamonds China Old Gold 


Watches Silver Platinum 
Jewelry Antiques 


CALL COLLECT for CONSULTATION 
All Inquiries Strictly Confidential 


A. WEILER & CO. 


Established 1|880 
(Div. of M. Y. Finkelman Co.) 
29 E. Madison St., Chicago 2, Ill. 
Telephone: DEarborn 2-3407 
MEMBER 
Diamond Dealers Club of New York 
Jewelers Board of Trade 
REFERENCE: 
Your Local Bank 


Fixtures, etc. 














Robot Trademark Charm 
Dangles From Mido Watches 


The familiar Mido Robot is now 
available in the form of a gold-dyed 
aluminum charm to dangle from the 
strap buckle on milady’s wrist. 

The charms accompany every lady’s 
watch supplied to dealers. Mido be- 
lieves they will make good conversa- 
tion pieces at the sales counter. 


Government Asks Revision of 
Nickel Distribution System 


The Department of Commerce 
has asked nickel suppliers to pro- 
vide more of the scarce metal to 
small users. 

Small plating firms, such as 
those in the jewelry industry, had 
complained that they are being 
treated unfairly. The Government 
has no formal nickel distribution 
system for civilian users, but su- 
pervises it under a “voluntary” 
agreement with industry. 

A new Government-sponsored 
plant on the Gulf Coast will turn 
out 50 million lbs. of nickel an- 
nually by 1960. This will help 
ease the tight supply situation. 


Tiffany & Co. Holds Annual 
‘Twenty-Five Year Club’ Dinner 


The “Twenty-Five Year Club” 
of Tiffany & Co. held its annual 
dinner recently on the roof of the 
Hotel Pierre, New York. Attend- 
ing the dinner were William T. 
Lusk, president of Tiffany & Co., 
as well as six members of the man- 
agement board, all of whom are 
members of the club. 

Walter Hoving, chairman of the 
board of Tiffany & Co., was intro- 
duced as the official guest of 
honor by club president, William 
Demerest. 

Tiffany’s “Twenty-Five Year 
Club” is composed of 170 mem- 
bers of the company, 34 of whom 
are in their 50th year or more of 
service. 





Executive 


Appointments 











Dewitt L. Alexandre has been 
elected a vice president of Baker 
& Co., Inc., Newark, N. J., refiners. 


Directors of the Bulova Watch 
Company, Inc., elected Emil E. 
Fachon a director and David H. 
Anderson a vice president at their 
recent meeting. 


Fachon 


Anderson 


W. E. O’Brien has announced his 
resignation as vice president of 
Toastmaster Products Division, 
McGraw-Edison Co., after nearly 
a quarter century of service. Mr. 
O’Brien will take an extended va- 
cation, after which he will devote 
himself to other business. 


Carl E. Priest, western region 
general sales manager of the 
Parker Pen Co., headquarters San 
Francisco, has been named a di- 
rector of the firm. He has been 
with them for over 35 years. 
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Obituaries 





Ralph DeBarthe, 76, retired Auburn, 
Wash., jeweler, died Feb. 9 after a 
long illness. Surviving are his widow 
and a daughter. 


Joseph Freeman, owner of a jewelry 
store in Haverhill, Mass., died Feb. 
21 in Kingsland, Ga. while on his 
way to Florida for a vacation. 


William F. Gegenheimer, 76, a retired 
jewelry polisher, died March 8 at his 
home in Port Golden, N. J. Surviving 
are three daughters. 


William Goldman, 59, who operated 
his own jewelry store in Boston, died 
Feb. 19 while in San Francisco, Calif. 
The business is now being operated by 
his son-in-law Daniel Snyder. 


Benjamin Greenberg, 70, founder of 
B. Greenberg’s wholesale jewelers, 
Toronto, Ont., died Feb. 20. He es- 
tablished his business 40 years ago, 
and was a member of the Canadian 
Jewelers Association. 


Morris J. Hurwitz, 59, retired vice 
president of the Strauss Jewelry & 
Novelty Corp., New York, died March 
11 at the Bronx Hospital. Survivors 
include his widow, two sons, and two 
sisters. 


Leonard B. Jeffs, 53, jeweler from 
Salt Lake City, Utah, died Feb. 24 ofa 
heart ailment. Survivors include his 
widow, four sons, three. sisters and 
three brothers. 


Aaron Levin, 57, jeweler in St. Louis, 
Mo., died Feb. 15 at his office in the 
Holland building. He operated a re- 
tail jewelry store until seven years 
ago when he entered the wholesale 
jewelry business. Survivors include 
his widow, and a son. 


Melvin H. Matthews, 90, retired jew- 
eler and watchmaker, who formerly 
operated a jewelry store in Cardin, 
Okla., died Feb. 23, at a rest home in 


Commerce, Okla. Survivors include a 
son, a daughter, 16 grandchildren, 43 
great-grandchildren and eight great- 
great-grandchildren. 


David H. Oakes died Feb. 28 at 
Mechanicville, N. Y., where he had 
operated a jewelry store for 32 years. 
He entered the jewelry business in 
1895 at Lakesville, Conn., and in 1923 
joined the VanDette Jewelry Co., at 
Bennington, Vt. Surviving are his 
widow and two sons. 


Joseph E. O’Neil, owner for many 
years of a jewelry store in Wellesley, 
Mass., died March 2. 


Leon A. Roy, Sr., 83, retired jewelry | | aes 
manufacturer, died Feb. 25 in Los | | @g 
He leaves his widow, a son | | © es 


Angeles. 
and a brother. 


Ernest Seymour, 85, retired wholesale | 
jeweler of New York, died March 14 | 


at his home after a long illness. He 


is survived by a son, a daughter, a | 


brother and two grandchildren. 


Benjamin Skalet, 74, 
Skalet Mfg. Co., 


ter. 


Rogers Townley Stafford, 73, prom- | 


inent for more than 50 years in 
Providence 


died Feb. 22 at his home. He was di- | 


rector of B. A. Ballou & Co. Surviv- 


ing are his widow, a son, a daughter, | 


two grandsons and a brother. 
David Sussman, 


York, died March 3. Mr. Sussman was 
in the jewelry trade for 50 years, and 


was a member of the Jewelers Outing | 


Club. Survivors include his widow, a 
son and two daughters. 


Fannie Volovick, proprietor of S. Vol- 
ovick & Sons, Chelsea, Mass., died 
March 5. Charles Volovick, manager, 
stated that the business will probably 
be continued by the estate. 





Hungarian Watchimaker Helped 
To Start New Life in America 


San Francisco, Calif.—Jeno Egri, 
a Hungarian watchmaker, has begun 
to realize his dreams of a new life 
in this country — with the help of 
sympathetic neighbors. 

Egri, with his wife and children, 
was among the first of more than 
150 Hungarian families brought to 
California since the airlift to this 
country began. The Egri family 
arrived here December 5, 1956. 

The 48-year-old refugee was broke, 
and his watchmaking tools were back 
in Hungary. But help came, when 
word of his predicament was spread 
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by George Allen, the business agent | 


for the local watchmakers’ union. 
Employees of a 


a lathe and other equipment. Members 
of Watchmakers Local 101 contrib- 


uted tools still lacking, and gave Egri | 


a paid-up membership in the union, 
so he could find work. 


One important thing was still miss- | 
ing—a job. Joseph Granat, head of | 


Granat Bros., Inc., one of the city’s 
leading jewelry houses, heard of the 
situation and offered Egri a position. 


To top it off, he presented the Hun- | Tee Lapel reminder badges, ONE HUN- 
| DRED (100) price ti ‘tickets, PLUS 12 PINK CARNATIONS 
te decorate 


garian with a check for a _ week’s 
work. 





founder of | 
New York, died | 
Mar. 7. He had been in the jewelry | 
business 55 years and founded the | 
firm bearing his name in 1919. He | 
is survived by two sons, and a daugh- | 


~~ Selling Committees creates 
~~ profitable "‘“Group Business"! 
Gavels & Sound Blocks made 
of Tropical Hardwoods (Rose- 
wood & Cocobolo) & Ivory 
Plastic. Sizes; Ladies’, Men's 
Medium, Men's Large. Cases; 
Bands - Nontarnishing Sterling 
m Silver & Bronze; We engrave, 
= “2 mount and ship at once. 


~ AN _ ILLUSTRATED 


™ ~——sGAVEL BROCHURE Ais 
-. Helps make Sales </%-; 


a items at 50%, ‘Disc. 


"BECOME “GAVEL 
_ HEADQUARTERS" 





jewelry manufacturing, | 











71, partner in the | 
firm of Sussman & Medney, Inc., New | 





Jack Harr! fon 


JEWELRY DESIGN 
SERVICE TO THE TRADE 


* (See designs in this issue on page 90) 


Designer of many award-winning pieces. 
Immediate attention given requests for 
suggested sketches to solve your stock 
designing problems or special order 
remount designs for customers’ stones. 


42 West 48th St., New York 36 
Judson 6-0697 














supply house | 
chipped in and bought Egri a set of | 
basic watchmaker’s tools. One of the | 
city’s Lions clubs donated money for | 


GEMOLOGY 


offers unlimited opportunity for gem cutters, 
gem collectors or jewelers. Make it your career 
or hobby. We train you at home and send 
you gem crystals and loupe. Diploma course. 
Send for free brochure. 








ee rey ey SCHOOL OF GEMOLOGY 
3001 M St. N. W., Washin , dD. Cc. 








NEW 150 PC. MOTHER'S DAY 
WINDOW DISPLAY KIT 


complete, only $5. 50 (plus postage) 


You get TWO tixt4” easeled display cards, THREE 
8x28” streamers, THREE 8x 1!2” pennants, SIX dia- 
end shaped pennants, SIX 4 ~- a window oo yt 
N Mother's. Day 


EDWIN FREED, INC., 14 WEST 23 ST., W. Y. 18 
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YOUR LIGHTER 
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Cash in on BEATTIE NATIONAL 
ADVERTISING ... bigger... more 
effective than ever. Here are your 
exclusive Beattie selling features: 


@ The ONLY Lighter with 
patented jet flame! 


@ A necessity to all pipe 
smokers. 


@ Essential accessory for 
Sportsmen. 


@ Greater gift-appeal than 
any non-jet lighter, 


Now priced to retail from 


495 1. £4900 


for your across-the-board market! 











Now you can feature the NEW. POPULAR- 
PRICED MODEL retailing at only $4.95 
(incl. tax) in  highly-polished enamel: 
maroon, black, royal blue. Remember— 
the exclusive Beattie Jet Lighter makes a 
unique and welcome gift any time of the 
yecor. Keep ample stock on hand—always! 
(Have you received your new, colorful, 
3-Lighter Display? Ask your Wholesaler— 
or write us.) 











DISPLAYS, AD MATS, TV FILMS on request. 
Local cooperative advertising available. Write 
TODAY for price list and full details. 


BEATTIE JET PRODUCTS. INC. 


19 East 48th St., N. Y. 17, N. Y. @ Dept. J 
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Coming Events 
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6-7 — Nebraska RJA 
Hotel Fontonelle, Omaha. 

14-15— Alabama RJA convention, 
Thomas Jefferson Hotel, Birmingham. 

27-28—Oklahoma RJA convention, 
Oklahoma City. 

28-29—Pennsylvania RJA conven- 
tion, Berkshire Hotel, Reading. 

28-29—Wisconsin RJA convention, 
Hotel Pfister, Milwaukee. 

28-30 — Florida RJA convention, 
Sans Souci Hotel, Miami Beach. 


convention, 


| ee ie 


4-13—United Jewelry Show (Fall), 
Sheraton-Biltmore Hotel, Providence. 

4-5 — Arkansas RJA convention, 
Marion Hotel, Little Rock. 

4-6—Kansas RJA convention, Allis 
Hotel, Wichita. 

5-6-—Maryland-Delaware-District of 
Columbia RJA convention, Hotel Du- 
Pont, Wilmington, Del. 

5-7—Virginia and North Carolina 
RJA joint convention, Hotel Roanoke, 
Roanoke, Va. 

17-26 — Washington State Inter- 
national Trade Fair, National Guard 
Armory, Seattle, Wash. 

18-19—Louisiana Horological Asso- 
ciation convention, Bentley Hotel, 
Alexandria. 

25-26—Tennessee Horological So- 
ciety convention and fair, Andrew 
Johnson Hotel, Knoxville. 


oo, ee ee 


1-2—Watch Material Distributors 
Association of America convention, 
Hotel Park Sheraton, New York. 

5-7—National Wholesale Jewelers 
Association convention, Edgewater 
Beach Hotel, Chicago. 

8-9—-Texas Watchmakers Associa- 
tion convention, Gunter Hotel, San 
Antonio. 

17-28 — International Home Fur- 
nishings Market, Merchandise Mart., 
Chicago. 

22-24.--New Hampshire RJA con- 
vention, Lake Tarleton Club, Pike. 

30-July 5—vJInternational House- 
wares Show, New York Coliseum, 
New York. 


See ee 


7-10—Cincinnati Gift Show, Nether- 
land-Hilton Hotel, Cincinnati. 

7-10—Christmas in July Market, 
Baker Hotel, Santa Fe Gift Mart, 
Merchandise Mart, Dallas. 


7-12—New York Home Furnishing 
Accessories Show, New York Trade 
Show Bldg. & Hotel New Yorker, 
New York. 

14-16—Amarillo Gift Show, Herring 
Hotel, Amarillo, Tex. 

14-19 — National China, Glass & 
Tableware Show, Hotel New Yorker, 
New York. 

21-24—-Southeastern China, Glass & 
Gift Show, Atlanta Municipal Audi- 
torilum & Atlanta-Biltmore Hotel, 
Atlanta, Ga. 

21-24—- New Orleans Gift Show, 
Hotel Roosevelt, New Orleans, La. 

21-24—-Washington Gift Show, Ho- 
tel Willard, Washington, D. C. 

21-26—45th California Gift Show, 
Ambassador & Biltmore Hotels, Brack 
Shops, Merchandise Mart, Los An- 
geles, Calif. 

28-Aug. 1—National Jewelers Mar- 
ket (formerly NJA National Jewelry 
Fair), Conrad Hilton Hotel, Chicago. 

28-Aug. 8—Chicago Gift Show, 
La Salle Hotel & Palmer House, Chi- 
cago. 


a ee Oe oe. SF 
4-6—Original Inland Empire Gift 
Show, Hotel Davenport, Spokane, 
Wash. 

4-7—The Cotton States Gifts, Jew- 
elry & Stationery Show, Peabody Ho- 
tel, Memphis, Tenn. 

5-8—Western China, Glass & Gift 
Show, Civic Auditorium, Sheraton- 
Palace, St. Francis & Sir Francis 
Drake Hotels, & Western Merchan- 
dise Mart, San Francisco, Calif. 

11-15—Retail Jewelers Market (for- 
merly ANRJA Trade Show), Waldorf- 
Astoria Hotel, New York. 

12-15—China, Glass & Gift Show, 
Portland, Ore. 

19-22 — Pacific Northwest China, 
Glass & Gift Show, Olympic & New 
Washington Hotels, Civic Auditorium, 
Terminal Sales Bldg., Seattle, Wash. 

25-28—Ohio State Gift Show, Ho- 
tel Deshler-Hilton, Columbus, Ohio. 

25-30—New York Gift Show, Ho- 
tel New Yorker & N. Y. Trade Show 
Bldg., New York. 

26-28—China, Glass & Gift Show, 
Davenport Hotel, Spokane, Wash. 

26-29—National Gift Shows, The 
Show Mart, Montreal. 


ee Fee ee eee 


1-5— The Original Dallas Gift 
Show, Baker Hotel, The Santa Fe 
Gift Mart, The Merchandise Mart, 
Dallas Memorial Auditorium, Dallas. 

1-5 — Detroit Gift Show, Hotels 
Statler & Sheraton-Cadillac, Detroit. 

8-11—Cleveland Gift Show, Hotel 
Hollenden, Cleveland. 

8-12 — Parker House Gift 
Parker House Hotel, Boston. 

9-13— Boston Gift Show, 
Statler, Boston. 

15-18 — Indianapolis Gift 
Hotel Claypool, Indianapolis. 

30-Oct. 3—National Gift Shows, 
The Automotive Bldg., Toronto. 


show, 
Hote! 


Show, 
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News of Personnel 





Two appointments to the Hamilton 
Watch Company’s sales division have 
been announced: 

Linwood T. Bates, formerly Hamil- 
ton’s sales representative in the New 
York State area, has been transferred 
to the metropolitan Chicago territory. 
Mr. Bates, who has been with the 
company for three years, attended the 
University of Pennsylvania and Tem- 
ple University. 

Phillip A. Plaksin, a new sales rep- 
resentative, replaces Mr. Bates in the 
New York State territory. A veteran 
of seven years’ sales experience, Mr. 
Plaksin holds a B. S. degree from 
Temple University where he majored 
in business administration and statis- 
tics. 





(Above) 
Phillip A. Plaksin 


{Above left) 


Linwood T. Bates 


(Left) 
Bob Crawford 





Bob Crawford was recently appoint- 
ed to represent Lovebright Diamond 
Co., Inc., 580 Fifth Ave., New York, 
in the mid-west territory. Mr. Craw- 
ford will display the line of Love- 
bright diamond rings at the jewelry 
conventions in Omaha, Neb., and Wich- 
ita, Kan. 

Orbros Inc., 116 So. 7th Street, 
Phila. 6, Pa., importers and distribu- 
tors of Kienzle clocks, Orbros clocks, 
barometers, and Mylflam Lighters are 
pleased to announce the appointment 
of the following representatives: Irv- 
ing Miller to Illinois, Indiana, Iowa, 
Wisconsin, Missouri: Saul Steinburg 
to Michigan; Sam Sells to Ohio; Herb 
Glassman to Alabama, Georgia, Miss- 
issippi, North Carolina, South Caro- 
lina, Tennessee; H. A. Jeffrey to 
Arizona, California, New Mexico, Ore- 
gon, Utah, Washington; Vernon Damm 
to Colorado, Kansas, Nebraska, Okla- 
homa, Wyoming; Milton Swartz to 
Pennsylvania, New York State, Balti- 
more, Washington; George Frank to 
Connecticut, Maine, Massachusetts 
Rhode Island, New Hampshire. 
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David Finn & Company, of Pitts- 
burgh, has appointed Allen R. 
(“Bob”) Marks as general manager 
and sales representative for Ohio, 
Pennsylvania and West Virginia. Mr. 
Marks was formerly with A. G. 
Schwab and Sons, of Cincinnati, Ohio. 


Baumgold Bros., Inc., diamond cut- 
ters, 580 Fifth Ave., New York, an- 
nounce the appointment of Maurice 
R. Stamper as their eastern sales rep- 
resentative. 

In addition to basic stock merchan- 
dise, Mr. Stamper will handle the 
Baumgold exclusives including Circle 
of Light, Heart Shape and Jager Blue 
Diamonds. 


Swank, Inc., announces the appoint- 
ment of Jerome B. Linden as district 
sales manager for California, Oregon, 
Washington, Idaho, Montana, Arizona, 
Nevada and parts of Wyoming. 

Mr. Linden has been active in sales 
in the Los Angeles area for the last 
10 years. Prior to that time he was 
with Swank, Inc., in the New York 
office. 


K. Polishook & Son, Corp., 216 
East 45th St., New York, announces 
that Daniel Reisman is now associ- 
ated with the firm as its sales repre- 
sentative for Washington, Oregon, 
Utah, Idaho, Montana, Wyoming and 
Colorado. He has had many years 
experience selling the retail jeweler 
and is well-known throughout the 
territory. 


Kaspar & Esh has announced the 
appointment of Anthony J. Federico 
as sales representative in the Mid- 
west. Mr. Federico has had wide ex- 
perience in all phases of the jewelry 
industry. 





A. J. Federico Edward L. Stern 


The Jacques Kreisler Mfg. Corp., 
North Bergen, N. J. announces the 
appointment of Edward L. Stern as 
sales representative in the North Jer- 
sey area. Mr. Stern succeeds Milton 
Jasanoff who has been promoted to an 
administrative position in the Kreisler 
Leather Strap Division. 


Since 1890... the World's 
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Craftsman Billfolds Feature 
On TV's “Big Payoff" Program 


" we} 


Various Craftsman Billfolds are 
being modeled each week on the fash- 
ion showcase segment of the CBS 
television show “The Big Payoff.” 

The billfolds are being shown to 
dramatize the style influence in bill- 
folds today. 


Baker Offers New Square 
Setting to Accent Diamonds 


A new square setting has been made 
available to the trade by Baker & Co., 
Inc., refiners of precious metals. 

Series 741, is described as V-shaped 
with prongs consisting of three beads 
which can be modified by the manu- 
facturer to his own _ specification. 
Straight sides assure ease in assem- 
bling, the company points out. 


The setting is available in ten sizes, 
ranging from one-quarter carat to 
two and one-half carats, and is sup- 
plied in 10 per cent iridium-platinum, 
jewelry palladium and gold. 


Movado Watch Scores Victory 
At Latest Timing Competition 


Movado Watch Agency, Inc., New 
York, has received a radiogram con- 
firming Movado’s victory at the latest 
timing competition at the Swiss Of- 
ficial Neuchatel Observatory. 

According to the radiogram, 
Movado broke all records for perfor- 
mance regularity in the wrist chro- 
nometers class, and was awarded the 
Prix de Serie. 
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Free Displays Offered 
In Anson Spring Promotion 


Anson, Inc., is making available 
free counter displays to retailers ty- 
ing in with its U.S.A. Collection pro- 
motion this Spring. 


Made of vacuum-formed butyrate 
plastic and cardboard, with easels, 
each display depicts in three-dimen- 
sional effect, an historical theme. Sub- 
jects are: The landing of the Pilgrims, 
Spirit of America, and America today. 


P. R. Myers & Co. Announce 
New Wireless Electric Clock 


P. R. Myers & Co., Mamaroneck, 
N. Y., is exclusive distributor of a use- 
ful innovation for the homemaker— 
the “Montrose” electric clock powered 
by ordinary flashlight batteries. 

Without wires, outlet or fire hazard, 
the clock may be placed wherever the 
homemaker chooses, including the 
telephone table, entrance hall, guest 
room or basement. 


BATTERY CLOCK 


ruis CLOCK WILL RUN FOR ONE FULL YEAR 
Bitte te & ow & “ P 
ON THESE BATTERIES / 


Battery power raises a small weight 
every 45 seconds, automatically re- 
winding a floating balance. There are 
no parts to oil or adjust. The two 
batteries are inconspicuously housed 
within the case, and will last for 
a year. “Montrose” battery clocks in 
a large variety of designs retail for 
$35 to $50. 


New ‘Fiower Lane’ Design 
Offered by Heirloom Sterling 


Heirloom Sterling Division of 
Oneida Ltd. Silversmiths has an- 
nounced the introduction of the new 
“Flower Lane” pattern. 

The heavier weight six-piece place 
setting is described as “so modern it 
is not afraid to be frankly romantic” 
and will retail at $34.75. 

A 16-piece service for 4 at $96 is 
complete with a buffet pad and stain- 
proof mahogany serving tray with 
brushed brass handles. Pad and tray 
are free to dealer and consumer and 
are a $15 value. 


a lagi 


A 42-piece service for 8, consisting 
of eight 5 piece place settings, a but- 
ter knife and sugar spoon, with 
deluxe drawer chest trimmed with 
solid brass pulls, handles and name 
plate at $250. The chest is free and 
is a $25 value. A “Flower Lane” 
lemon fork and Imperial Glass lemon 
dish, retailing at $3.75, will help pro- 
mote the new pattern. All prices in- 
clude Federal tax. 


RCA Plans Promotion Called 
"Music and Entertainment Show’ 


The RCA Victor “Music and Enter- 
tainment Show,” featuring color tele- 
vision, black-and-white TV, and port- 
able radios and Victrolas, will high- 
light a special RCA Spring dealer 
promotion, announced R. H. Coffin, 
vice-president of advertising and sales 
promotion. 

Prepared by W. L. Stensgaard & 
Associates of Chicago, the promotion 
material will come in two packages. 
The first includes idea sketches for 
layouts, illustrations of properties, 
and display suggestions and sketches 
for both window and interior. 


THE JEWELERS’ CIRCULAR-KEYSTONE 





Stainless-Backed Brush-Comb 
Set Offered by International 


Stainless brushes and combs are 
reaching the American market 
through the International Silver Co. 

The bristles are of permanently 
secured nylon, the comb has tortoise- 
shell teeth, and both pieces are wash- 
able. 

The brush may be purchased in- 
dividually at $7.95, the comb at $2.75, 
and packaged together they retail at 
$9.95. For the man who likes to 
groom his hair with a brush in each 
hand, two are packaged with comb for 
$17.95. 


Called “Sportsmen” these stainless 
sets will be available to the consumer 
in May. Each brush can be person- 
alized by application of a single 
bronze block initial which cost the 
dealer $1. 


Ronson Announces Replacement 
Parts Kit For "66" Shaver 


Ronson Corp. has made available a 
new model “66” electric shaver re- 
placement parts kit. 

The kit gives the dealer a near 50 
per cent retail profit. With a retail 
sale value of $31.85, his cost for the 
26-piece set is only $17.20. The set in- 
cludes: 6 head plates, 6 protective 
plastic head caps, 2 cords, 2 complete 
head assemblies, 5 cleaning brushes, 
2 cord clips and 3 inner cutter assem- 
blies. 


Dealers receive as an extra bonus 
a four-color sign for counter or win- 
dow use and an extra assortment of 
“66” head plate screws, sleeve nuts 
and cover screws. The sign, measur- 
ing 4 x 7 in., advises store traffic 
that: “We Have Genuine Ronson Re- 
placement Parts For Model 66 Ronson 
Shaver.” 
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Columbia Diamond Ring 
Unveils Counter Display 


Columbia Diamond Ring Co. has 
unveiled a counter-top display case 
designed to sell diamonds. This new 
unit, Columbia declares, will prove 
that diamond rings, like much other 
merchandise, can be sold to “impulse” 
purchasers. 

Supplementing this showcase is an 
overhead sign that invites the cus- 
tomer to have her diamond ring 
cleaned and inspected. 


Baumgold Bros. Design 
Do-It-Yourself Window 


With the approach of April, the big 
diamond month, and June, the month 
of brides, Baumgold Bros., Inc., com- 
missioned T. Miles Gray Associates 
to create a display window. 

The display is easy to set up and so 
designed that it can be installed in 
almost any window regardless of size. 
Its theme is an altar which can be 
made of brightly colored stained glass, 
or decorative patterns can be cut out 
in thin, black poster board, backed 
with colored tissue paper or cello- 
phane. 


Rose and white veiling plus a few 
artificial flowers add a bridal touch. 
A picture of the window with com- 
plete instructions for setting it up can 
be obtained by writing Baumgold 
Bros., Inc., 580 Fifth Ave., New York. 


Orange Blossom Distributes 
New Lighted Window Displays 


Orange Blossom jewelers across the 
country are now employing a new 
point-of-sale display just released by 
Traub Mfg. Co. The new unit fea- 
tures full-color illuminated photos to 
tie in with Orange Blossom’s national 
advertising. 


The pictures are printed by photo- 
gel process on two sides of translucent 
plastic. Contained in an 11x14 
shadow box with limed oak frame, 
they present a three-dimensional ef- 
fect. The display ties in with the ro- 
mantic “When Love Is Found” theme 
which Orange Blossom is aiming at 
the youthful engagement market. 


Forstner Spring Ad Campaign 
To Promote Komfit Watchbands 


A national advertising campaign in 
diversified publications is scheduled 
this Spring by Forstner, Inc., to pro- 
mote Komfit watchbands. 

The new program will appear in 
The New Yorker, Sports Illustrated, 
The New York Times Magazine, and 
Playbill. Advertising will also appear 
in all programs for Dodger, Yankee, 
and Giant games this year. 

A dealer kit, including ad reprints, 
newspaper mats, radio commercials in 
varied lengths, and a_ descriptive 
folder for mailing to customers is 
available to jewelers. This kit will 
help jewelers tie in with the campaign. 


Deltah Increases Advertising 
During Grand Prize Contest 


Heller Tara, Inc., maker of Deltah 
simulated pearls, is telling millions of 
readers how to enter its “Grand 
Prize” contest. Ads will appear in 
Look, American Weekly and movie 
magazines. 

First three prizes are “Millionaire’s 
Vacations” in Miami and New York. 
There are 57 additional prizes. 

Contestants merely submit a 25- 
word statement on why they like 
Deltah pearls. Jewelers may obtain 
free entry blanks, window and counter 
displays, newspaper mats and color- 
ful consumer folders, from Heller 
Tara, Inc., 411 5th Ave., New York. 
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Ronson's Revolving Display 
Introduces New Lighters 


The new Ronson pocket lighters are 
being introduced with a clever ceil- 
ing-suspended motion display. 

The display comes free with the 
purchase of an assortment of 12 Ron- 
son lighters. In addition, dealers 
showing snapshot proof of its installa- 
tion get a free Ronson “Essex” 
pocket lighter, worth $8.50, represent- 
ing 20 per cent extra profit on the 
assortment. 

The easily-installed motion display 
presents a cluster of plastic panels, 
which revolve three times a minute. 
Each panel features a reproduction of 
a different Ronson pocket lighter. 


The RL-12 assortment includes two 
new “Highlites,” one new “Whirlwind 
Imperial,” and two each of the 
“Cappri,” “Essex” and “Adonis” mod- 
els. Both new lighters are equipped 
with the patented “Swivel Base” for 
easier refueling. 


Community Silverplate Graces 
Tables of Two Ocean Liners 


The public docks and Chamber of 
Commerce of Portland Ore., have pre- 
sented sets of Community Silverplate 
hollowware to the ocean liners, Mari- 
posa and Monterey. 


Here Randolph Sevier (2nd from 
left), president of Matson Lines, re- 
ceives a complete coffee and tea serv- 
ice in Community’s “Ascot” pattern 
from Homer Shaver of the depart- 
ment of public docks. 

Capt. M. C. Stone (2nd from right) 
of the Monterey, receives a complete 
tea and coffee service in the “Melon” 
pattern from W. L. Williams, presi- 
dent of the Port of Portland. David 
C. Duncan (center), president of the 
Chamber of Commerce, participated. 
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K. Polishook & Son Help 
Retailer Pre-Sell and Re-Sell 


Available to the retailer from K. 
Polishook & Son Corp., New York, is 
a series of sales aids to help the re- 
tailer pre-sell and resell. 


Among these helps are individual 
window and in-store displays for 
practically every ring in Polishook’s 
First Lady diamond ring collection, 
Fidelity stone ring line and First 
Lady wedding ring line. 

Polishook also offers lifetime dia- 
mond trade-in allowance newspaper 
mats, and neat packaging. 


Rolfs Spotlights His & Her 
Theme on Leather Merchandise 


Rolfs, manufacturer of personal 
leather goods, has announced a new 
program for its wallets, billfolds and 
similar items. A photo on the box 


cover displays “his” or “her” face 
spotlighted in white to give a further 
clue to merchandise inside. The left 
half of the cover is black with “His 
Rolfs” or “Her Rolfs” printed in rust 
color or blue and white. 


To Germany and Back by Air 
—Outside the Plane 


Watches certainly have to go 
through a lot these days to prove 
their ability to withstand shock, water 
and magnetism. Gruen thought up 
this ordeal for a series being intro- 
duced this spring: 

One of the new line made a round 
trip from New York to Frankfurt, 
Germany, strapped to the nose of a 
Super G airfreighter—fully exposed 
to rain, snow, ice pellets, static elec- 
tricity, and temperatures as low as 
40 degrees below zero. 

Back in New York, the watch was 
checked. According to the company’s 
findings it was in perfect operating 
condition—and on time. Appropri- 
ately, Gruen calls the series “The 
Super Gruen Water Resist Watch.” 


Kirk Dial Has New Plan 
For New England Area 


Kirk Dial Corp. has granted to 
Selig Wasserman, of the Reliable 
Crystal Co., Boston, the right to oper- 
ate under the name of “Kirk Dial of 
New England” in Connecticut, Maine, 
Massachusetts, New Hampshire, Rhode 
Island and Vermont. 

The company has supplied Kirk 
Dial of New England with more than 
20,000 engraved steel dies for as many 
watch dial designs. It has also granted 
Kirk Dial of New England full use 
of its engineering facilities and chemi- 
cal laboratories. 


Oneida Offers New Display 
For Child and Baby Items 


The Community division of Oneida 
Ltd. Silversmiths has announced a 
new full-color child-and-baby-item 
display. 


The new unit, “Designed for Tiny 
Hands,” is small enough to fit easily 
on a counter or in a window. 

It is given free with the purchase 
of assortment No. 9066 of Community 
child and baby items (retail value 
$64.15.). Regular discounts will pre- 
vail. 


Babcock Presents New 
Counter Display Unit 


Babcock, Inc., has a new sales aid, 
“Florentine Showcase,” to display 12 
men’s jewelry cases. 

The latter come in four styles and 
three colors. All are velvet lined and 
embossed in two-toned gold Florentine 
design. 

They retail at $3 to $8 each. 
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New Cutlery Promotion 
Announced by Oneida-Rogers 


Oneida-Rogers Division of Oneida 
Ltd. Silversmiths has announced a 
new silverplate-cutlery promotion. 

The promotion is built around a 
standard 52-piece service for 8 in 
Wm. A. Rogers Sectional at $39.95 
(regularly $45) and a special offer 
of stainless Imperial Veri-Sharp 
Deluxe cutlery in hardwood wallrack 
for $1 extra. The silverware will be 
offered in the popular “Country Lane” 
or “Valley Rose” pattern. Each ser- 
vice is complete with the consumer’s 
choice of a blond or mahogany chest. 





The stainless cutlery, made of high- 
carbon stainless steel, has a retail 
value of $16.95. The handles are 
Wonda Wood, crack proof, water proof 
and flame resistant. Each knife has a 
precise hollow ground edge, and the 
set includes: roast slicer, French cook 
knife, forged carving fork, sandwich 
knife, serrated steak knife and paring 
knife. 


Gruen Offers New Showcase 
To Display Caliente Series 
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The Gruen Watch Co., New York, 
has available a new showcase to aid 
display of the “Caliente” diamond 
watch series. 

The display features a scroll-pat- 
terned background, on which the 
watches are placed (see photo). It is 
available in a number of Spring col- 
ors from the Gruen Watch Co., 630 
Fifth Ave., New York, or from Gruen 
salesmen. 
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Lippman Tells TV Audience 
History of ‘Acceptance Ring’ 


viMtpinn 


Morton A. Lippman (right), mer- 
chandising manager of Feature Ring 
Co., New York, related the history of 
the “Acceptance Ring” to television 
listeners during a recent Ted Steele 


WOR-TV program. 





International Sterling Has 
Girl Graduate Program 


Jewelers wishing to add 1957 girl 
graduates to their list of customers 
are being offered a choice of two plans 
by International Sterling. 

One is the “Teaspoon Plan.” It in- 
cludes an effective teaspoon-display, 
showing all! International sterling pat- 
terns. This is available at small cost to 
the dealer, and is of year-round utility. 

An alternative plan is for the deal- 
ers located in communities where large 
numbers graduate. It suggests the 
gift of a free spoon pin as an inex- 
pensive but welcome piece of jewelry 
for the young girl. 








(I. Monograms and wedding gifts 


sO together! And the portable ENGRAVOGRAPH 


sets you up to give fast, complete monogramming service 


during the June bride season. Anybody in your store can engrave 


handsomely with the fool-proof ENGRAVOGRAPH: it’s tracer- 


guided. June bride season is a good time for you to join the 


_more than 10,000 ENGRAVOGRAPH-equipped jewelers. 








Like them, you'll find ENGRAVOGRAPH 
personalization is profitable bread- 


and-butter business...all year round! 


Write for booklet 





mew hermes ENGRAVING MACHINE CORP. 


13-19 UNIVERSITY PLACE, NEW YORK 3, N. Y. 



























Freed, Inc., Is Offering 
Mother's Day Display Kit 

Edwin Freed, Inc., creators of dis- 
plays exclusively for jewelers, has a 
new Mother’s Day display kit. 

It consists of 150 brightly-colored 
units, including display cards, pen- 
nants of different shapes, window 
streamers and strips, price tickets, 
lapel badges for sales people, and 
artificial pink carnations, symbol of 
the Mother’s Day event. 

Mother’s Day was the second 
largest gift-giving occasion of 1956, 
topped only by Christmas. 

The kit sells for $5.50; address Ed- 
win Freed, Inc., 14 W. 23rd St., New 
York 10. 





Nordt Designs New Group of 
Two-Tone Gold Wedding Bands 


John C. Nordt Co., Inc., has three 
new designs of two-tone seamless wed- 
ding ring blanks in a 14 karat yellow 
gold base encircled by white gold 
bands. 








. yes, you certainly will when you receive the 
BIG CHECK for your precious metal scrap. 


When you ship to Goldsmith it is like doing business over 


the counter. You either approve of our check or your shipment 


will be returned on request. 


Join the thousands of satisfied shippers who have 


continued to send their old gold and refinings to us 


during the past 90 years. 


Soksmih & REFINING co. 


1113 N. Wabash Ave., Chicago 2, Ill. 
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Two New Clock Models Come 
From Westclox Corporation 


Westclox Division of General Time 
Corporation is presenting two new 
clocks to the market. 

One is the newest member of the 
Ben family, Baby Ben Electric. It 
comes in three modern decorator colors 
of beige, pink or jade green and fea- 
tures dust resistant metal case, sweep 
second hand, and insistent alarm. 


The other clock is “America,” a 40- 
hour spring alarm that is also avail- 
able in pink, blue, or ivory. 

Both clocks come in display units 
to help the retailer in selling. 


Satevepost Launches 
Jewelers’ Newsletter Service 


The new Post newsletter contains 
proven merchandising, promotion and 
display ideas which retailers of 
jewelry and photographic equipment 
can adapt. Photographs and draw- 
ings illustrate the ideas. 


Fiex-Let Corp. Announces 
Display Promotional Program 
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Flex-Let Corp., 580 5th Ave., is 
providing jewelers with a promotional 
program to appeal to the consumer. 
Two dramatic displays are available. 

The TRADE-IN display shows a 
full dimensional automobile under 
streamers which tell the value story, 
“get a big $2 trade-in allowance for 
your old watchband regardless of con- 
dition.” 

The Flex-Let SIZE-O-MATIC dis- 
play depicts a thin, a heavy, and an 
average size hand (each wearing a 
Flex-Let Band) to make the point 
that “Size-O-Matic fits them all with 
perfect comfort.” 

Each of these displays is offered 
free of charge with an order of 12 
bands. 
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Gemex Adds Nine Colors 
To Monaco’ Watchband Line 


Gemex Corporation’s “Monaco” line 
of ladies’ watchbands, which featured 
three sets of interchangeable insets, 
now has a choice of twelve colors. 

The new insets come in powder blue, 
purple, navy, coral, pink, peacock, 
blue, briar burl, red, and jade green, 
in addition to the original insets in 
pearl white, turquoise, and sparkling 
black. 

The hinged frame of the watchband 
permits one pair of insets to be re- 
moved and replaced by another in 
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seconds. Thus the same expansion 
bracelet serves as a foundation for 
all twelve color accessories. 

Each “Monaco” band available 
either in sport-end or ring-end styles, 
sells at $9.95 plus tax, with the three 
original interchangeable settings. Ex- 
tra insets are 50¢ per pair. 


Kreisler Offers Free 
Colibri Lighter Display 

The Jacques Kreisler Mfg. Corp., 
North Bergen, N.J., has introduced a 
new display for its Colibri lighter 
line. 

Called the “His ’n’ Her’s” Display, 
it presents six different styles—three 
in men’s and three in ladies.’ Solid 


walnut cubes highlight the men’s 
numbers; scarlet velvet provides a 
backdrop on a gold-finished wrought 
iron frame, for the ladies.’ 





For window, counter, or showcase, 
this display is available at no charge 
with purchase of Kreisler Colibri As- 
sortment 156. 
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Amity Creates New Display 
To Promote 1957 Key Cases 


Amity Leather Products Co., West 
Bend, Wis., has designed both a men’s 
and a ladies’ self-easeled keycase 
“Six-Pack” display to promote its 
1957 key cases. 

Men’s display No. 45-7 includes 
three zipper and three tab-closure 
models in mahogany, golden west and 
tan. The ladies’ display, No. 44-7, 
features six tab-closure cases, in pow- 
der blue, flame red, pink, and white. 

A new type patented key hook as- 
sembly in the 1957 Amity key cases 
provides a foolproof method of lock- 
ing in and removing individual keys. 





Reed & Barton Offers 
Mother's Day Display 





Reed & Barton Silversmiths, Taun- 
ton, Mass., offers a display, No. 456, 
to help stimulate sales of sterling 
flatware for Mother’s Day. 














Classic man’s ring, 
with gracefully carved 
fluted styling 
complementing an 
exquisite Linde Star 
Sapphire center stone. 


Flatteringly feminine 
Linde Star lady’s ring 
with delightfully 
delicate engraving 
that simulates 
diamonds. Both 
beautifully styled by 
David Sarkin, Inc. 


ibe sure you get genuine 


LINDE’ STAR 


Fsapphires & rubies 


Beautiful Linde Stars are man-made in 
Union Carbide’s Chicago plant... 
polished for brilliance ... 
graded for quality and distributed 
through Linde’s exclusive distributors. 
AND because Union Carbide’s 
unsurpassed quality controls assure the 
FTNEST in synthetic gems... 
LINDE Stars... 
order... 
invoice. 
manufacturers, the nation’s foremost 
manufacturing jewelers who prefer 
LINDE Stars. 


The magnificent 
synthetic gems that 


star in the lovely and 
exclusive designs of these 
leading manufacturing 
jewelers 


star all-ways in 
your profit-picture 


NEW YORK CITY 
Alsan Mfg. Co. 
Beckerman & Lerner 
Belenky Bros., Inc. 

J. L. Brandt Co. 
Coronet Jiry. Mfg. Co., 


ne. 

Davidson & Sons Jlry. 
o., Ine. 

E. S. Feinstein & Co. 


J. and H. Flyer, Inc. 
Flyer Brothers 


Gross Co., 
Harry Guise 
Kahn & Co. 


Charles Koppel Ring 
Co, 

K. 8S. K. Jewelry Co., 
Ine. 


Mercury Ring Corp. 
Murray Perkel & Co., 


William Schneider 
Seltzer Bros. 
Skalet Mfz. Co., Inc. 


Goldstein-Gerson Co. 
a & Co., Jewelers, 
ne. 


CHARLES 





Benjamin & Edward J. 
Ine. 


Morris Kaplan and Sons 


Inc. 
a 4 Sa PURER, Samuel Platzer Co., Inc. 
Gevertz & Co., Inc, S. & M. Jewelry Co. 
H. Glaser Co David Sarkin, Inc. 


FEF. WINSON worcowne oistrisutors 


SSO FIFTH AVENUE, NEW YORK 36 * COLUMBUS 5-2656 
* Linde is a registered trademark of Union Carbon & Carbide Corp.—a synthetic gem. 






cut and 
carefully 


ask for 
Specify them on your 
be sure it appears on your 
You can count on these 


OHIO 

Fratianne Mfg. Co. 
Swirsky Bros., Inc. 
The Victor Corp. 


Untermeyer, Robbins & 
Co., Ine. 

J. R. Wood & Sons, 
Inc. 

BUFFALO, N. Y. 


The Bock-Lewis Co. PENNSYLVANIA 
M. A. Reich and Co. Byard F. Brogan 
CHICAGO, ILL. Helm and Hahn Co. 
Ed. Cain & Co., Inc NEW JERSEY 


Acme Ring Mfg. Co. 


Stein & Ellbogen Co, Inc. 
INDIANAPOLIS, IND. Bond Diamond Co., Ine. 
d Church & Company 


F. & F. Felger, Inc. 
Jabel Ring Mfg. Co., 


ne. 
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This article finishes a description of the self- 
winding mechanism in newer Omega automatic 
watches. 


® THE AUTOMATIC DEVICE consists of a rotor with 
attached pinion engaged with one of a pair of con- 
necting wheels mounted on a pivoted reverser. 
These alternate their engagement with a reduc- 
tion gear depending upon the direction in which 
the rotor turns. Through the reduction gear, the 
ratchet’s driving gear winds up the ratchet and 
mainspring. Figure 5 shows the reverser unit— 
two connecting wheels R and S, equal in size and 
enmeshed. They pivot on shoulders between the 
beryllium-copper plates 7 and U, which are united 
by steady pins and the screw V, fastened from 
the under side. This unit itself pivots in the bush- 
ings X and Y which are set in the upper and lower 
automatic bridges. To dismantle this, remove the 
screw V from the bottom of plate U. 


Figure 6 shows the layout of the automatic 
train as connected to the upper ratchet wheel. A 
is the rotor pinion. This is always enmeshed with 
the connecting wheel R, which is paired with the 
connecting wheel S. Both R and S are mounted 
on the pivoting reverser J. Because the pinion A 
turns counterclockwise, it influences the connect- 
ing wheel FR and the reverser J outward so that 
the connector FR falls out of mesh with the reduc- 
tion gear /. 


This causes the pivoting reverser J to swing 
clockwise, forcing connector S into engagement 
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with the reduction gear J. Since the rotor pinion 
turns counterclockwise, it turns wheel FR in the 
clockwise direction and this, in turn, moves the 
connector S counterclockwise. The reduction gear 
turns in the clockwise direction and, through the 
driving gear H, the ratchet is moved to wind the 
mainspring. 

When the rotor pinion turns in the clockwise 
direction, as in figure 7, it forces the connecting 
wheel FR against the reduction gear / and pivots 
the connector S out of mesh with the wheel J. There- 
fore, wheel J turns in the same direction as rotor 
pinion A. The reduction gear H turns the ratchet 
Z clockwise. Here, the connecting wheel S acts 
as an idler, used only when the rotor swings 
counterclockwise. Its purpose, as in all such de- 
vices, is to cause the counterclockwise motion of 
the rotor to turn the first wheel in the automatic 
train in the same direction as the ratchet wheel. 
When the rotor turns in the clockwise rotation, 
the action is more or less direct, needing only one 
intervening wheel to guarantee a rotation in the 
same direction to the first automatic train wheel; 
in this case, the reduction gear J. The stop click 
L is used to maintain the slightest winding in the 
train so that movements a fraction of the distance 
between one click-tooth in the ratchet system of Z 
will be maintained without backsliding. 

One of the features of this calibre is the coupling 
clutch. Its purpose is to disassociate the self- 
winding mechanism from the manually wound 
mechanism. When the watch is manually wound 
in some self-winding watches, the ratchet causes 
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Figure 5 

The reverser is made up of the two con- 
necting wheels R and S, pivoting on 
posts in the reverser plates T and U. 
The plates are assembled together with 
the screw V and aided by steady pins. 
This unit pivots at W in bearings X 
and Y set into the upper and lower 


automatic bridges. 
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Figure 6 
Operation of the automatic train. Rotor 
pinion A turns counterclockwise, caus- 
ing connecting wheel R to turn cilock- 
wise but swinging the reverser outward 
which pivots to permit engagement of 
the reverser connecting wheel S, with 
the reduction gear I going in the clock- 
wise direction. The ratchet’s driving 


gear turns opposite to this, causing its 


pinion, engaged to the upper ratchet, 
to turn this ratchet Z in the winding 
direction. The stopclick M serves to 
retain minute windings of the automatic 


train. 






Figure 7 
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driving gear always turn in the direc- 





tions indicated in figures 6 and 7. 
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the self-winding train to race around, which may 
cause premature wear. 

Figure 8 shows the ratchet coupling device 
which consists of two ratchets, one connected to 
another so that should the top ratchet be turned 
by the automatic train, it will turn the barrel 
arbor. However, the lower ratchet remains mo- 
ticnless since this would place an additional bur- 
den on the automatic train. When the watch is 
wound manually, the lower ratchet is turned by 
the crown wheel but the upper ratchet remains 
idle. 

In figure 8, A is the barrel arbor screw which 
fits through all of the parts shown and then con- 
tinues downward, fitting into the squared section 
of the barrel arbor which is conventional in ap- 
pearance. B is the flanged, slotted nut. It has a 
threaded pipe extending on its lower side which 
fits into the threaded recess of the square-holed 
nut J. The upper ratchet C, is countersunk on its 
under side to accommodate the hook-click D. The 
beak of this click grasps the slanted ratchet teeth 
of the transmission wheel FZ, pulling it around 
when the top ratchet C turns clockwise. A washer 
F shown in a 34 view separates the upper ratchet 
assembly from the lower one. The click G, like its 
partner above, is anchored in the two holes of the 
lower ratchet H. Its beak grasps the lower half 
of the transmission wheel F' when the lower 
ratchet is activated by the stem and crown wheel. 

The transmission wheel F has a flat edge on its 
inside rim which coincides with the flat edge of 
nut J, so that when the transmission wheel EF 
turns, the barrel arbor, connected to the nut J, 
moves with it. Thus, if the upper ratchet is 
turned, its gathering click D will move the trans- 
mission wheel F and wind up the mainspring, but 
—since the lower ratchet remains stationary, the 
slanted teeth of the transmission wheel EF will 
ride past the beak of the lower gathering click G 
without influencing any movement of the lower 
ratchet wheel H. 

The unit shown in figure 8 comes off the barrel 
arbor as one assembled piece when the ratchet 
screw A is removed. To dismantle the unit itself, 
place a wide screwdriver in the slot of the nut B 
and loosen it, or place the ends of a strong tweezer 
in the flanges of this nut and turn the nut out- 
ward. The entire unit will then come off in the 
sequence shown in figure 8. Assembly of this unit 
is accomplished by piacing the lower ratchet H 
over the square-holed nut H. The click G need not 
be removed from the ratchet nor the click D from 
ratchet C. 

Place the transmission wheel into the wheel H 
and over the nut J so that the fiat edge on the 
inside of transmission wheel FE and the flat sur- 
face shown at the front of nut J coincide. Next 
place the separating washer over the transmission 
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wheel and then the top ratchet C with its gather- 
ing click D. A slight twist will insure that the 
beak of the click will enmesh with the slanted 
teeth of the transmission wheel. 

The flanged, slotted nut B is then screwed to 
the unit so that its outside threads underneath 
will screw into the threaded countersink of nut J. 
Test the unit by grasping the upper ratchet and 
moving the lower ratchet back and forth. If prop- 
erly assembled, this should cause the cores B and / 
to move forward only in alternate movements of 
the ratchet. Next test by holding the lower 
ratchet and moving the upper ratchet back and 
forth. This should activate the nuts B and J in the 
same manner: forward with every alternating 
movement of the ratchet. 

Place the coupling clutch onto the square post 
of the barrel arbor and secure by inserting the 
barrel arbor screw through the coupling clutch 
and tightening this into the barrel arbor. Test the 
unit now by moving the upper ratchet with a 
tweezer. This should wind the mainspring but 
should not move the lower ratchet. Now wind the 
watch manually and observe whether the manual 
winding moves only the lower ratchet. 


The Mainspring 


The mainspring in this calibre is of the rust- 
less, unbreakable alloy-type. Its slip-spring is 
welded to the mainspring and this permits more 
concentric development of the coils in the barrel 
equalizing the power transmitted to the balances 
with improved timekeeping. Figure 9 shows how 
this spring should be wound in a winder prepara- 
tory to inserting in the barrel. The brake-spring 
may be wound in the winder barrel before being 
transferred to the watch barrel. 


Recommended Oiling Procedures 


Omega recommends the use of four different 
types of oil to lubricate this watch, these are Synt 
A Lube, Moebus lubricant, Moebus chronometer 
oil No. 1, and Chronax D. Below is a chart show- 
ing what parts should be oiled with these four 
lubricants. 


Synt A Lube 

winding stem 

clutch wheel pinion escape wheel pivots 

yoke sweep second pinion 

yoke spring balance pivots 

setting lever 

setting lever spring 

minute wheel stud 

setting wheel stud 

rotor axle 

pivoting points of reverser con- 
necting wheels 

reduction gear 

driving gear for ratchet 


Chronax D 
all train wheel pivots 


Do Not Oil 
reverser pivots 
stop click spindle 
stop click beak 
pallet arbor pivots 


Moebus lubricant 

barrel and mainspring 

pivoting points of coupling wheel, 
its teeth and the fittings of the 
lower ratchet wheel. 


Moebus Chronometer Oil No. 1 
center pinion and barrel arbor 
pivots at the plate and bridge 

cannon pinion 
pallet jewel faces 
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Figure 8 

The coupling clutch is composed of two 
superimposed ratchet wheels whose duty 
is to disassociate the manual winding 
sequence from the automatic and 
eliminate the need of the automatic 
winding train to move the crown wheel 
or manual winding parts. A is the 
barrel arbor screw which fits through 
the entire unit into the barrel arbor 
(not shown). B is a threaded nut fit- 
ting into the nut I, C, the upper 
ratchet, has a gathering click D fitting 
into its underside recess. E is a sepa- 
rating washer shown in three-quarter 
view. F is the clutch which serves both 
the upper and lower ratchets. H is the 
lower ratchet gathering click which fits 
into the recess of the lower ratchet H. 
If either ratchet C or H is indepen- 
dently moved in the clockwise direction, 
it will cause its gathering click D or 
G to pull the clutch F around with it 


without moving its opposite ratchet. 


Figure 9 





The welded brakespring should be 


wound in the winder before being in- 


serted in the barrel. 
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WORKS H O P 
QUESTIONS 
and ANSWERS 















HAND PERSPIRATION: I always 
find that my hands perspire ex- 
cessively since I have moved 
from the North here to Georgia. 
It hinders me in my watch re- 
pair business and I find that I 
have to wipe my hands with ben- 
zine to keep them dry for only 
afew minutes. This too is not so 
satisfactory to me. Have you 
anything that will help me? 
Julian Sandoz, Atlanta, Ga. 



































Answer: Hand perspiration 
causes much mainspring break- 
age and rust to other parts. I 
remember when I was much 
younger an employer would first 
examine a boy’s palms before he 
would take him on as an ap- 
prentice. I wonder often how 
many Earnshaws or Tompions 
were lost to this industry be- 
cause of this discrimination. 
Hand perspiration can be con- 
trolled by washing the hands in 
2% aluminum chloride solution. 
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SILVER CLEANERS: Which is the 
most harmful to silverware— 
the old type rub cleaner or the 
dip and rinse cleaner? Pease 
Jewelry, Kerens, Texas. 


Answer: By the rub-type of 
cleaner, I suppose you mean 
rouge or some powder mixed 
with a “cream.” Any type of 
cleanser that requires rubbing 
results in abrading the surface. 
If this is rouge, it will mean that 
some of the silver, although a 
microscopic amount, will have 
to be rubbed away, leaving a 
fresh, clean silver surface. If 
there is a quantity of fine etch- 
ing or engraving to the silver, 
this may become dull or oblit- 
erated with too frequent rub- 
bing. The chemical or dip type 
of cleanser according to my au- 
thority merely removes. the 
oxides or tarnish. Of course, 
these should be washed very well 
after each dip. For silverware 
that is in consumer use, the dip 
type is better. Rouge cleansers 
are better after repairs or in the 
manufacturing process. 


ae 


WALPOLE WATCH: I have three 
questions to ask you. I have a 
watch about 20 or 22 size and 
want to know if it is especially 
valuable. Its name is Walpole, 
London, 1775. 

GROOVE IN BALANCE-CAP JEWEL: 
What is the reason for the 
groove cut in the face of the bal- 
ance cap jewels (shock-proof 
type) in the Vulcain automatic 
AS 1361 movement? 

INCABLOC STAFF POINTS: Fi- 
nally, what is your answer as to 
why staff pivots wear off to a 
point in Incabloc watches? We 
have tried many things, such as 
different makes of staffs, dif- 
ferent brands of oils (using 
PML 79 now), changing the 
jewels, cleaning the pivots twice, 
using different cleansing solu- 
tions, changing Incabloc hous- 
ing, double checking Incabloc 
shoulder clearance on staff, etc. 
Still certain watches come back 
about every 9 months with a 





worn-off pivot. Any suggestion 
you may have would be appre- 
ciated, Foss-Welander Jewelers, 
Fergus Falls, Minn. 


Answer: I will answer you in 
the order of your questions. 
Firstly, there were two Wal- 
poles. One, William, went bank- 
rupt in 1743; the other, Henry, 
died in 1776 although he was in 
business from 1753 on. Yours 
was probably made by Henry. 
This watch has no particular 
value as an item. 

In Figure 1 I have sketched 
the unit as used in your Vulcain 
watch. Through the kindness of 


VULCAIN 
AUTOMATIC 
GROOVE D 
JEWEL 





Mr. Kaskell of the Vulcain, I 
obtained the jeweled units from 
which I made these sketches. 
The unit basically is the Kif 
shockproof device. The hole 
jewel is contained in the setting 
A, Figure 1. The cap jewel 
shown at B contains the groove 
which consists of a descending 
groove which cuts across for 
about 2/3 of its diameter. The 
pivots rest in the assembled unit 
similar to that shown at C. No- 
tice that at C, the pivot rests on 
the downward plane in the 
groove of the cap jewel. This 
forces the pivot against the 
right side of the hole in the hole 
jewel. Now the purpose of all 
this is to attempt to equalize the 
position errors due to the dif- 
ference in balance motion which 
in turn is caused by the unequal 
friction in the dial position and 
in the pendant position. With 
this arrangement, they claim 
that the friction in both posi- 
tions (pendant and dial) is 
equalized and thus the errors 
are eliminated or minimized. 
Notice that the pivot during the 
dial positions normally rests on 
its end and the friction is prac- 
tically nil. This permits the 
balance to have a good motion. 
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However, during the pendant 
position, the pivots rest on their 
sides and their pivot friction is 
much greater. The Vulcain 
claim is that with the slanted 
groove-jewel, the pivot during 
the large-motion, dial position, 
in this case, rests in this slanted 
groove and the weight of the 
balance forces the pivot side- 
ways against the jewel hole. 
This simulates the same friction 
that the balance would have in 
the pendant positions and since 
the motion in the pendant posi- 
tions cannot be made to equal 
those in the dial position, the 
dial position can be slowed down 
to equal that in the pendant posi- 
tion. These jewels should be 
treated in the same manner as 
any other type of shock-proof 
types. 

To answer your last question, 
we called up Mr. Bernstyne of 
the Incabloc agency in New 


York. He knew the answer im- 
mediately, being quite familiar 
with this complaint which they 
say is shared with every type of 


shock-proof device. It results 
from improper oiling methods or 
plainly—tlack of oil. They fur- 
ther explained that like practi- 
cally all shock-proof devices, the 
oil must be applied to the cap 
jewel only. Most likely you have 
been oiling your jewels from the 
oil-sink side of the hole jewel. 
This oil then never gets through 
to the cap jewel and the dry 
pivots wear themselves to a 
point. The following sketch 
(Figure 2) should show you 


eo — Lee 
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how shock-proof jewels should 
be oiled. When the oil is ap- 
plied to the ringed jewel and 
then transferred to the setting 
atop the hole jewel, the little 
glob of oil adhering to the cap 
jewel will form a capillary be- 
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tween the cap jewel and the hole 
jewels, supplying all the oil the 
pivots will need. Oil then trans- 
fers through the neck of the hole 
jewel and will stay inside this 
area. If you oil the unit through 
the brass pipe on the hole jewel 
side, the oil never gets through 
the hole jewel but forms a capil- 
lary between the inside of the 
brass pipe of the hole jewel and 
never reaches through the hole 
to lubricate the pivot near the 
cap. Oil as directed; it is quite 
easy. Follow the instructions 
in Figure 2. 
* * * 

LETTER ENGRAVING: I am inter- 
ested in Letter Engraving for 
a beginner and would appreciate 
it very much if you would give 
me any information available 
either in magazines, books or 
any courses of instruction avail- 
able. A. L. Brinkley, Chula 
Vista, Calif. 


Answer: The following books 
should be of great help to you. 
Lettering and Monograms, by 
Bergling; A Course in Engrav- 
ing, by Winter; The Jewelry 
Engravers Manual, by J. J. 
Bowman and R. A. Hardy (Van 
Nostrand). 

ss * cs 
WOODEN CLOCK WORKS: I am 
called upon to do some clock re- 
pairs and once in a while I get 
in a clock with wooden works. 
Someone in my guild said that 
I should not clean these in ben- 
zine. There seems to be some 
difference in the method. H. H. 
Zand, Boston, Mass. 


Answer: According to those 
who do much of this type of 
work, these clocks should not be 
cleaned with any type of liquid. 
Dry brush them so that the sur- 
faces of all parts of the clock are 
clean. To clean out the pivot 
holes, use pointed peg wood, 
sharpened so that their tapered 
points have sharp facets. Intro- 
duce these into the “bushing” 
holes of the plates. Twisting 
these will scrape out any dirt or 
foreign material. Benzine re- 


moves the natural oils and resins 
remaining in the wood and may 
cause it to warp or crack. 

* * * 


CLOCK FOR BAR-FLIES: An owner 
of a bar and grill came to me 
and asked if I could make an 
electric clock go backwards. He 
wants it placed so that when the 
customers drink at the bar and 
look in the mirror, they can see 
the clock on the opposite wall 
not backwards as they do now so 
that 10 to 2 looks like 10 after 
10 but so they see the correct 
time. How is this done? Sam 
Zeit, Clifton, N. J. 


Answer: Very simple, take the 
clock movement out and take the 
magnetic arms (stator) and 
turn them around. This will 
cause the whole works to go in 
the reverse of their usual direc- 
tion. Also, you can print the 
dial accordingly. If you get a 
clock with skeletonized dial or 
one printed on glass, this can be 
turned around. It makes a con- 
versation piece and makes phi- 
losophers out of drinkers. 

* * * 


SPECIALTY POCKET WATCHES: 
Please let me know by return 
mail whether or not you can sup- 
ply or know of any source in 
Philadelphia which has avail- 
able, either new or in used con- 
dition, any of the specialty 
pocket watches named below: 1. 
Calendar pocket watches; this is 
a pocket watch of about 16 or 18 
size, has a jeweled movement 
and a calendar feature on the 
dial side, giving the date and 
also the phase of the moon. 
These watches were formerly 
sold before the last war by John 
Smith & Co., a novelty firm of 
Detroit, Mich., at about $10 each 
—till about 1943. I have been 
unable to obtain these since. 2. 
Hebdomas Calendar’ watches, 
this is a pocket watch of 16 size, 
has an open face and 15 jewel 
movement, plain or radium dial 
and visible balance wheel on the 


face. These watches are made 
PLEASE TURN TO PAGE 192 
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in Switzerland by Schild & Co. 
of L. Chaux de Fonds. Steve 
Nemeg, 28114 Cedar Ave., Min- 
neapolis, Minn. 


Answer: The Hebdomas 
watches were seen by me re- 
cently in the offices of Henry 
Sobel of 131 Canal Street in 
New York. He also has many of 
the novelty type watches you are 
looking for. Also try Wakmann 
Watch Co. of 15 West 47th 
Street, N. Y., N. Y. There is 
no one in Philadelphia that car- 
ries these to my knowledge. 

* *K *K 
REMOVING BALANCE STAFF: 
What is the best way to remove 
a balance staff? I have read 
most of the books and they men- 
tion that you should cut off the 
back seat of the balance staff. 
However, I always use the staff 
remover in my staking set that 
clamps the balance to the stak- 
ing die and it does a fairly good 


—— ~——— 


job. Sometimes I just knock 
out the staff without using the 
staff remover and it works out 
all right. Also, I have trouble 
when I put in the staff, the bal- 
ance sometimes is out of round 
and it doesn’t poise up well. Am 
I using the wrong punches? Al- 
bert Robbins, Flushing, L. I. 


Answer: The best method of 
removing a balance staff is by 
cutting out the balance seat. In 
this way the balance may be re- 
moved from the staff outward, 
away from the point where the 
staff has been riveted over. Any 
good toolmaker or machinist 
will tell you that when a rivet 
has to be removed, you grind off 
or cut off the head of the rivet 
not the riveted-over part. A 
staff is really a rivet which has 
pivots at both ends. It is wrong 
to try to remove the balance 
over the riveted-over’ section 
where there is so much strain. 
This distorts the otherwise 


round hole of the balance and 
makes re-riveting difficult and 
poising and truing almost im- 
possible. The staff removers 
are merely expedients but not 
substitutes for good work. To- 
day with the use of carboloy 
gravers, there is no excuse for 
“knocking-out” a balance staff. 

Today’s staffs require that 
you use only a flat-faced hollow 
punch to rivet over your staff. 
The riveting countersinks on 
modern staffs are so deep and so 
cut that using the round rivet- 
ing punch will only spread the 
riveting excessively and possibly 
distort your balance wheel. Us- 
ing the flat-faced punch insures 
a good job and your staff seat 
will not crack either. 


* * * 


SUNDIAL: Please let me know 
where I can obtain information 
on how to construct a sundial. 
L. J. Fosselman, Dubuque, lowa. 
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WANT BETTER 
GOLD PLATING? 


Gold plating of small findings is our 
specialty. With our patented “Spectralloy 
Process” we can provide a more uniform, 
more durable plating for your small find- 


ings. 


This exclusive process deposits four 
metals in alloy with gold and the result 
is a harder, more lustrous finish. 


Why not call Spectranome on your next 








SPECTRANOME PLATING CO., INC. 


336 W. 13th STREET * N.Y. 14, N.Y. * AL 5-8677 


plating job? Better gold plating will 
make your product better. 
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Answer: There are numerous 
books on the art. In fact, the 
very first books on timetelling 
were those concerned with mak- 
ing sundials and were called the 
Art of Dialling. A simple method 
of making such a dial is covered 
in Prof. Willis I. Milham’s book 
Time and Timekeepers. Refer 
to pages 44 to 47 of this book. 
For further detailed and scien- 
tific instructions consult Astron- 
omy by Jacoby, “A Simple Meth- 
od Of Laying Out Sundial,” by 
Willard Brown in the Scientific 
American, Vol. 101, page 355 
and another article in Vol. 98, 
page 425. The Book of Sun Dials 
by Mrs. Alfred Gatty is a stand- 


ard work. 
aK * k 


CYLINDER FOR ESCAPEMENT 
CLOCK: I have a 15 ligne cylinder 
escapement clock with the name 
Lindz W. Co., also stamped on 
the movement is “Brevet.” I 
would like to know where I 
might possibly get a new cyl- 
inder for the balance wheel. Jos. 
Grochowski, Berkeley, Calif. 


Answer: It is possible to ob- 
tain a complete balance. Try 
the Pacific Jewelers Supply Co. 
of Los Angeles. Mr. Endman 
might be able to help you. Gauge 
your cylinder according to the 
sketch below. This should help 
you to obtain a replacement. If 








WATCHWORK—STONE SETTING 
JEWELRY—ENGRAVING 
BRADLEY UNIVERSITY 
HOROLOGICAL DIVISION 
Dept. C Peoria, Ill. 


Students may enroll at any time of the year 














ACON WATCH CROWN CO. 

50 Eldridge St., New York N. Y 
rs of Gold Fi br Crowns 
alers & Jobbers 


Manufacture 


Sold through Wholes 
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CYLINDER 
STAFF 


= % 


you are still unable to obtain the | 


part, make a carbon pressing of 
the setting parts and send this 
to me with the gauges of the cyl- 
inder. Also, did you know that 
it is possible to remove the 
pivot-plug from the cylinder 
which is hollow? The second 
sketch should explain this to 
you. The word “Brevet” simply 
means patented. I have no rec- 
ord of such a trade name as is 
stamped on your watch. 


* * *k 


GOLD-TESTING KIT: I would like 
to know if you could send me in- 
structions on the use of the gold- 
testing kit. It consists of a 
black stone and a set of gold 
needles and nitric acid. Albert 
Arpelli, c/o Wilcort Jlrs., 
Stoughton, Mass. 


Answer: To determine the 
karat of gold by means of the 
gold-testing kit proceed as fol- 
lows: 1. Rub well a part of the 
gold to be tested on the stone. 2. 
Alongside this rubbing, rub a 
few gold needles of varying 


karats of the same color as the | 


sample to be tested. 3. Apply 
the nitric acid to all the rubbings 
at the same time. Starting with 
the lowest grade of gold, these 
will disappear. Note particu- 
larly the needle rubbing which 
dissolves at the same time as the 
rubbing of the gold sample. The 
karat of the gold sample is then 
the same as that of the needle 
whose rubbing dissolved at the 
same time. 4. In the case of 
higher karat golds, hold the 
stone over the flame of an alco- 
hol lamp. If there is still no 
reaction, add a pinch of ordi- 
nary table salt to the acid. 








SECURITY PLIERS 


Save a 


Woe 


S 692 


FINE QUALITY 
MONEY-SAVING PRICE 
GERMAN MADE 


Hand made of finest polished 
steel, each plier is perfectly tem- 
pered for long, faithful perform- 
ance. Single joint aligns per- 
fectly, is bind proof — works 
smoother. 

No. 572 . .. $1.05 
No. 692 , fvdchvekee Meee 
No. 563 3 

No. 562 . evenebarer ae 


Order from Your Newall Jobber 

















LIFE-TIME 
—e 
y 
BOREL 


Write for free 
sample... chart and 
complete details 
today! 


CQ) 


JULES BOREL & CO. 


1015 Walnut St. 


Kansas City, Mo. 
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WATCH REPAIR 


Dependable * Fast* Economical 


ab i) id 20 Meo lale 
4 Mes Protected 
5 
Work Watchmaster-Testec 
a“ 
Ask for Price List 
at 1,1: a al>1 ae Olde lt, 


Cooper s Watch Repair Co. 


48 West 48th Street, New la oe 
Plaza 7-1740 





CLASSIFIED ADS 


RATES AND REGULATIONS 


Remittance in Advance 


“SITUATION WANTED”—-Regular type $2.00 first 25 words; addi- 
tional words, 10 cents per word. Heavy type $7.00; addi- 


tional words 25 cents per word. 


“HELP WANTED"—"LINES WANTED"—and “SIDE LINES"—Regular type $4.00 
first 25 words; additional words 15 cents per word. Heavy 
type $7.00 first 25 words; additional words 25 cents per 


word. 


ALL OTHER HEADINGS—Regular type $8.00 first 25 words; addi- 
tional words 25 cents per word. Heavy type $12.00 first 25 
words; additional words 30 cents per word. 


® Name, Address, Initials and Abbrevia- 
tions count as words. 

© If answers are to be forwarded, 20 cents 
extra to cover postage must be enclosed. 

® No Agency Commission. 


In answering Box Numbers address envelope “Box —, 


© Advertising matter addressed to classi- 
fied advertisers will not be delivered. 

® Classified ad form closes 10th of the 
month preceding date of issue. 

@ A box number when used in ad counts 
as five words, that is, “Address #13, 
care of J C-K.” 


care of Jewelers’ 


Circular-Keystone, unless otherwise instructed. In answering ads, do not enclose 


original letters of recommendations. 


JEWELERS’ CIRCULAR-KEYSTONE, CHESTNUT & 56TH STS., PHILADELPHIA 39, PA. 





Situations Wanted 





JEWELER and diamond setter; age 50; 
fine workman, seeks position with first 
class store; southwest preferred. Ad- 
dress “‘N., 2828.”’ care of JC-K. 

A-1 Jeweler and diamond setter, over 30 
years’ experience; best of references; 
seeks steady job in fine retail store. 
Address “N., 2826,"’ care of JC-K. 

WATCHMAKER, 10 years’ retail experi- 

ence, desires position with growing firm; 

bulova graduate; excellent reference. 


- 


Address “C., 2769,” care of JC-K 





MODEL maker and designer for costume, 
gold and platinum jewelry will work 
from your sketches or my own. Ad- 
dress ‘290,’ care of JC-K. 








DIAMOND expert with lifelong experience 
in positions of trust is open to accept 
similar responsibility; first class refer- 
ences. Address ‘‘294,”’ care of JC-K. 








SALESMAN—covers the entire south: is 
open for a well established line to the 
finer jewelry stores and gift shops. Ad- 
dress Box #R., 2800, care of JC-K. 








DIAMOND setter, 10 years’ experience, 
factory supervision and administration ; 
extensive knowledge of diamonds, dia- 
mond and wedding ring lines; married, 
31. Address “W., 2889,” care of JC-K. 








SALESMAN; thoroughly experienced in 
better type jewelry outlets; can do any- 
thing around a store: watchmaker: 
now employed. Address “L., 2874,” 
care of JC-K. 





MANAGER; salesman; 10 years: cash & 
credit experience selling; credit & col- 
lections, promotions and display; N. J. 
resident. Address “G., 2868,” care of 








WATCHMAKER wants position south- 
eastern Texas or southern Florida: ex- 
perienced; reliable: married: 40: HIA 
certified; state licensed by examina- 
tion. Address “‘A., 2857," care of JC-K. 








DIAMOND setter, jeweler, age 38, 17 
years’ experience; presently employed ; 
wishes position in California or south- 
ern states. Address “T., 2840,’ care of 
JC-K. 

JEWELER, 27, first class repairman, 10 
years’ exp_rience, some _ stone-setting ; 
desires to relocate; Indianapolis pre- 
ferred but consider any other city. Ad- 
dress “S., 2843,’ care of JC-K. 


WATCHMAKER salesman clock and 
jewelry repairman; B.T.S. graduate; 
neat appearance; best of references; 20 
years’ experience. Address “D., 2818,” 
care of JC-K. 





retail stores New York, suburbs, or 
Long Island: take charge and sales 
ability ; good references. Address “295,”’ 
care of JC-K. 


FOREMOST box salesman; ring, watch, 
miscellaneous; New York State, New 
England, New Jersey, Pennsylvania, 
Philadelphia, Baltimore, Washington ; 
draw plus expense. Address “S., 2885,” 
care of JC-K. 








MASTER watchmaker wants position as 
watchmaker in a high class store; 35 
years’ experience; capable on com- 
plicated and better grade watches; fine 
habits: congenial. Address “D., 2878,” 
care of JC-K. 





POLISHER: young lady, reliable, com- 
petent, conscientious, experienced in 
diamond rings, stone rings, repairs, 
tripoli work, desires permanent position, 
Manhattan. Address “R., 2838,” care 
of JC-K. 





GUARANTEED peak volume time sales; 
store manager; fast track; minimum 
salary $12,000; trial basis considered ; 
further details confidentiai: Sunday in- 
terview. Address “S., 2839,” care of 
J r 





DIAMOND and watch salesman desires 
to make change; twenty years in south- 
west; prefer good diamond or watch 
line: will consider either southwest or 
southeast territory. Address “F., 2823,” 
care of JC-K. 


REPRESENTATIVE seeks nationally ac- 
cepted watch or diamond line; north 
Jersey, Connecticut, Hudson River Val- 
ley, eastern Pennsylvania; liberal draw 
vs commission. Address “S., 2824,” care 
of JC-K. 


DESIGNER of newly patented jewelry 
wants business deal with manufacturer 
to make jewelry reasonably; will be 
top seller; write for details. Thelma 
G. Groves, 4005 Barberry Ct., Seattle 
8, Washington. 








DIAMOND, assorter and appraiser; ex- 
perienced in mounting rings, fill orders; 
number of years with large ring manu- 
facturer; references; New York City 
preferred. Address “P., 293,” care of 








EXPERT diamond assorter, and buyer for 
melee and sizes; also diamond picker 
for rings and fancy pieces; have excel- 
leit background ; family man; minimum 
salary $150.00 per week. Address ‘288,’ 
care of JC-K. 





YOUNG college graduate desires position 
traveling for better type jewelry manu- 
facturer or wholesaler; over ten years’ 
retail jewelry store experience in high 
a store. Address “A., 2697,” care of 





NEW YORK diamond and jewelry ex- 
pert age 48 excellent reputation; 
28 years of buying, mounting, mer- 
chandising; manufacturing and 
wholesale; relocate. Address “G., 
2832,” care of JC-K. 


WATCHMAKER; 30, married, family, 10 
years’ experience—3 managing repair 
dept., 5 managing small neighborhood 
store; do not drink; Indiana license; 
light jewelry repair, clocks; can sell 
merchandise and repairing. Address 
“S., 2872,” care of JC-K. 


WATCHMAKER, thoroughly experienced, 
careful worker; certified by examina- 
tion desires permanent position in high 
class Florida store; 44 years old, fam- 
ily man; $100 week plus percentage; 
available on 30 day notice. Address 
“H., 2873,” care of JC-K. 


WATCHMAKER, 16 years’ experience; 
watchmaster trained; have own tools 
and watchmaster timing machine; fast 
and accurate; expert knowledge of 
diamonds; age 34, married; desires per- 
manent position in Florida. Address 
“S., 2864," care of JC-K. 


LOS ANGELES: wealth of retail experi- 
ence, managerial, buying, merchandis- 
ing, selling; diamonds, watches, silver- 
ware, jewelry; young prolific sales pro- 
ducer available top independent, chain 
or department store. Telephone Dun- 
kirk 7-2865. ; j 

FIRST class watchmaker; jewelry re- 
pair, special order work engraving 
and stone setting; 20 years’ experi- 
ence; job must be permanent; 125. 
to 150. per week; southeast pre- 
ferred. Address “C., 2871,” care 
of JC-K. 


MANAGER Retail: 20 years’ credit ex- 
perience all phases; references in- 
teresting, enlightening to prospec- 
tive employer seeking top store man- 
ager; willing to re-locate; residing 
New York City. Address “R., 2842,” 
care of JC-K. 


MANAGER, 12 years’ complete experi- 
ence in credit-control and all phases of 
store managing; fully capable for pro- 
motional detail and advertising ; age 40, 
married, family; presently managing 
but will relocate; desire position with 
a challenge and opportunity. Address 
“S., 2829," care of JC-K. 


ARE you looking for a versatile man ex- 
perienced in managing and selling but 
with a background that covers all de- 
partments of jewelry store operation; 
my experience covers all of these 
phases; promotional planning, window 
decorating and sign-writing, engraving, 
diamond setting, watch repair, and re- 
pair department management ; all claims 
can be substantiated; age 39, 16 years’ 
experience ; married; 2 children; sober ; 
can furnish excellent references; salary 
$7,500.00. Address “H., 2877,” care of 

JC-K. 
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H.1.A. certified master watchmaker ; 
2; 23 years’ experience all types 
watches ; good engraver; general jewel- 
ry repairing ; some stone setting ; fast 
accurate worker : steady, sober and de- 
pendable ; congenial : presently em- 
ployed, full charge large volume repair 
dept. in large jewelry store, but de- 
sires to make change; supervisory ca- 
pacity last fifteen years; married, one 


child; bondable; permanent position 
only; top salary required ; south pre- 
ferred. Address “M., 850,” care of 








Lines Wanted 


NATIONALLY acquainted salesman; 51; 
seeks better briefcase diamond line: 
semi-mounted included; unique mer- 
chandising faculties; substantial draw 
to start; bondable. Address “S., 2844 
care of JC-K. 








WELL established salesman now calling 
on wholesalers, jobbers and premium 


trade wants lines for midwest and 
southern territory. Address Circular 
#341, JC-K, 360 No. Michigan Ave., 


Chicago 1, Illinois. 





MR. MANUFACTURER; are you in- 
terested in successful representation 
Denver West? Prominent repre- 
sentative wishes to add one side 
line only to present line. Address, 
“296,” care of JC-K. 





LARGE distribution concern in South 
Africa trading under the name of 
“B.M.D. Agencies & Distributing Co.” 
are interested in imitation jewelry lines, 
medium and cheap trade; also fancy 
goods, ball point pens & pens; principal 
visiting New York during April. Ad- 
dress “A., 2834,” care of JC-K. 





ACE traveling representative; 30 years 
selling in eastern states; New York 
to Michigan; desires strong jewelry 
lines; gold, platinum, diamond con- 
nections, watch and emblem lines; 
has strong connections with job- 
bers, credit, large retailers, depart- 
ment stores and all other types of 
outlets; you cannot fail with this 
representative; if you have any 
good items, contact me at once; 
commission basis. Address “I., 
2817.,”’ care of JC-K. 


Side Lines 








MIDWEST: salesman wanted calling on 
wholesalers and material jobbers to rep- 
resent imporier of watch materials and 
tools. Address “‘A., 2865,” care of JC-K. 





CULTURED pearls: salesman wanted 
covering New York metropolitan area 
to carry a complete line of cultured 
gos Address “A., 2866,” care of 





MIDWEST traveling salesman wants to 
carry as sideline a ladies’ gold mount- 
ing line to jobbers and wholesalers; 
drawing against commission. Address 
“W., 2862,” care of JC-K. 





EXPERIENCED display salesman for 
sideline of velvets and jewelry display 
fabrics, mirrored displays and seasonal 
plaques; compact line, choice territor- 
ies. Color Brite Fabrics, 29 E. Court 
Street, Cincinnati, Ohio. 





AVAILABLE for mid and _ southwest 
salesman, short diamond set ladies’ 
gold ring line and diamond set watch 
cases and attachments: draw against 
commission. Address “W., 2863,” 
of JC-K. 


care 








SALESMEN for better quality highly 
styles competitively priced one jewel 
watches, 17 jewel lever watches, dia- 
mond set watch cases for or with name 
brand movements; good commissions. 
Address “‘C., 2860,” care of JC-K. 


MANUFACTURER and importer intro- 
ducing new line (cuff links, pins, ear- 
rings, etc.) requires quality representa- 
tion; please forward your background 
and the area you sell. Address “L., 
2858,"" care of JC-K. 


TRAVELING salesmen wanted to carry 
our line ladies’ and gent’s gold birth- 
stone rings and 14K crosses to the 
jobbers; on commission; Chicago and 
man for the Pacific Coast. Address “‘C.., 
2822,” care of JC-K. 


SALESMEN with established territory 
for popular priced stone rings, and 
diamond line; commission; state 
experience, territory and references. 
Schwartz Jewelry Co., Inc., 850 Elk 
Street, Buffalo 10, N. 


PORTABLE radio, here’s a pushover for 
salesmen calling on rated credit jewel- 
ers; carry one small sample; our guar- 
anteed radio meeting with enthusiastic 
reception; high commission; references 
oe ame Address “S., 2859,” care of 

















TRAVELING salesmen wanted by 
well-known New York manufacturer 
of exquisite line, 14Kt. diamond 
watch attachments priced to sell; 
protected territory; eastern, mid- 
west, west coast. Address ‘291,’ 
eare of JC-K. 


EXCLUSIVE WU. S. distribution of top 
French line of gold and stainiess steel 
first-quality men’s and ladies’ watches, 
also watch cases; rare opportunity for 
aggressive and reputable representa- 
tive. Contact: J. Simon, Usine Mettal- 
urgigne de Quingey, Quingey (Doubs) 
(near) Besancon, France. 


SALESMEN for fine watch line, retails 
from $71.50 calling on quality 
jeweler; protected territories avail- 
able; draw against commission; 
only those with excellent references 
need apply; complete information 
first letter. Address “F., 2680,” care 
of JC-K 


SALESMEN: carry sensational Charm- 
Ring promotion as advertised in March 
JC-K : beautiful charm matches genuine 
birthstone ring: powerful promotional] 
mats and packaging; pocket size sam- 
ple tray: to retail, credit, chain and de- 
partment stores; liberal commission, 
s-veral compact territories open; bro- 
chure on request. H. Hailparn & Co., 
66 Nassau St., New York, N. Y. 


ESTABLISHED sales representative for 
west coast territory; nationally adver- 
tised Lemaire-Jason binoculars and 
barometers selling to wholesale cata- 
logue houses, jewelry, tobacco, general 
merchandise, large credit chains and 
department stores: established  terri- 
tory: must be experienced: and well 
recommended; liberal commission. Jake 
Levin & Son, 12th and Walnut Build- 
ing, Kansas City, Mo. 

















REPRESENTATIVE: to call on jewelers 
with our line of ladies’ and men’s 14Kt. 
gold overlay jewelry in towns not now 
covered by our own sales force: de- 
side a man with an established terri- 
tory carrying a non-conflicting line: 
commission basis; give complete in- 
formation as to experience, territory 
and lines now carried: references re- 
quired. Krementz & Co., 49 Chestnut 
Street, Newark 1, New Jersey. 


SALESMEN ealling on better jewelry 
stores and department store jewelry de- 
partments in southern territory; Flor- 
ida, West Virginia, Virginia, Tennessee, 
Mississippi, Alabama, North Carolina, 
South Carolina, and Georgia: to carry 
side line of fine imported Danish ster- 
ling silver plain and gem-set jewelry, 





retailing from $2.00 to $100.00: also 
imported silverplated botique line; lib- 
eral commission. Address, Irvine As- 


sociates, Suite 411-55 East Washing- 
ton Street, Chicago 2, Illinois. 





cere 
Help Wanted 





WANTED; A-l1 jeweler, who can repair 





and set stones. Address “V., 1461,” care 
of JC-K. 

WANTED, two A-1l watchmakers; per- 
centage basis only. Address “T., 1460,” 


care of JC-K 








EXPERIENCED salesman for retail store 
in northern New Jersey, write giving 





full information and salary expected. 
Address “W., 2854,” care of JC-K. 
EXPERIENCED jewelry repairer for 


steady employment in air-conditioned 
retail jewelry store in Massachusetts. 
Address “G., 2821,” care of JC-K. 





PERMANENT salesman position in fine 
southern store; sales experience in dia- 





monds and watches important; give 
full information. Address ‘“M., 88,” 
care of JC- 

WANTED: manager for progressive, live 


retail credit jewelry store in Connecti- 
cut; state age; references; choice of 2 
store locations. Address “S., 2825,” 
care of JC-K. 





SALESMAN, living in Indiana or Ohio 
to cover these states with manufac- 
turer’s nationally known line of 
14kt. dises, charms and bracelets. 
Address “R., 2883,” care of JC-K. 





JEWELER age forty or over with a 
thorough knowledge in manufacturing 
fine jewelry and able to lead men to 


produce good workmanship; fine fu- 
ture; write in detail. Address “S., 
2830," care of JC-K. 





ENGRAVER and jeweler for hand and 
machine engraving and simple jewelry 
jobs; old established independent firm: 
permanent position; excellent working 
conditions. Siegel Jewelry Co., 55 Mon- 








roe Ave., Grand Rapids, Michigan. 

WATCHMAKER, experienced; five day 
week; ideal working conditions in 
Northern Ohio city, permanent job; 
state age, experience, salary expected, 
in og A an Address “R., 2165,” care 
of JC-K 

SALESMAN, southern resident, for 


Florida, Georgia, Alabama, Tennes- 
see, and Carolinas, to call on retail- 
ers with manufacturer’s line of 
14kt. charms, dises, and bracelets. 


Address “R., 2884,” care of JIC-K. 


ENGRAVER: permanent position with 
large retail jeweler, southern city; 
must have experience and able to 
do fine quality engraving; state age, 
experience, salary. Address “K.., 
2869,” care of JC-K. 








DIAMOND assorter, some experience 
preferred, excellent opportunity te 
learn diamond business, young, am- 
bitious, intelligent, good references; 
N. Y. firm: write in detail. Address 
“H., 2852,” care of JC-K. 





WATCHMAKER for permanent posi- 
tion with old reliable midwest firm; 
city of 30,000; please state age, 
experience, salary expected, and 
give references in first letter. Ad- 


dress “J., 2855,” care of JC-K. 





DIAMOND Assorter: Experienced on 
melees and single cuts; large old 
established ring mfr.; g salary ; 
benefits; reply in detail; confiden- 
tial. Address “S., 2835,” eare of 
JC-K. 


(Continued on page 196) 
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(Continued from page 195) 





WATCHMAKER—diamond setter for 
permanent position in midwest city; 
ideal working conditions in old 
established independent firm; full 
details first letter. H. Post & Sons, 
162 Merchant, Decatur, Illinois. 








SALESMAN wanted; experienced man to 
work in well established up to date 
pawnshop; must have some knowledge 
of watches, guns and kodaks; excellent 
opportunity for right person. Spector’s 
Loan & Curio, 117 First St. S.W., Al- 
buquerque, New Mexico. 








JEWELER, who can do first class dia- 
mond setting, average repair work and 
limited amount of special order work 
for one of south’s best retail jewelry 
stores; all correspondence confidential. 
Schwarzschild Brothers, Inc., Richmond, 
Virginia. 





WANTED first class all around watch- 
maker and repairman interested in 
becoming a partner in modern up-to- 
date store established 50 years: north- 
ern Illinois. Address Circular 340, 
JC-K, 360 No. Michigan Ave., Chicago 
1, Illinois. 


WATCHMAKERS: For more income 
learn diamond setting (home 
study); write for your copy “Jewel- 
ers’ Profits Are In Diamonds”’; 
Kansas City School of Watchmak- 
ing, 1220 Admiral, Kansas City 6, 


Missouri. 

MIDWEST representative — Indiana, 
Illinois, Wisconsin open for direct 
selling line of 14 kt. gold-filled and 
sterling silver jewelry to better re- 
tailers and department _ stores; 
12%% commission basis. Address 
Tes 2831,” care of JC-K. 

SALESMEN-—for well established manu- 

facturer of top quality plastic ring and 

watch boxes, to call on the jewelry 
trade; no objection to another non 
competitive line; also local Chicago 
man to call on all of the metropolitan 

Chicago area. Address “S., 2836,” care 

of JC-K. 


— — —_— ———— 


OFFICE Manager, excellent opportu- 
nity with watch importer; experi- 
enced; supervise production and 
office procedure; inventory control; 
correspondence; billing; full infor- 
mation and references first letter; 
replies confidential. Address “F., 
2837,” care of JC-K. 


MAN with thorough knowledge of all 
phases of modern gold and platinum 
jewelry-making wanted for position as 
assistant factory manager; a real op- 
portunity; must be willing to live in 
greater New York area; give all par- 
ticulars first letter; enclose recent 
photograph. Address “F., 2853,” care 
of JC-K. 


A LIVE wire salesman can make 
money with our line; nationally ad- 
vertised and known as the best and 
most comprehensive line of scarab 
jewelry, disc jewelry, identification 
bracelets and money clips; territory 
open, Virginia, southwest, west 
coast. Admark, 714 Sansom Stret, 


Phila. 6, Pa. 


EXCELLENT opportunity for pleasant 
and ambitious young man as asst. man- 
ager and salesman in a quality jewelry 
store; must have retail experience, as- 
sume responsibilities; prefer one with 
watchmaking background and know 
jewelry repairing; send full informa- 
tion in first letter. R. Edgar Clarke, 
Inc., Registered Jeweler, 69 Common- 
wealth Ave., Middletown, New York. 
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WATCHMAKERS and department man- 
agers; openings in leased watch and 
jewelry repair departments in leading 
department stores throughout country ; 
old established company seeking only 
men interested in permanent positions; 
excellent working conditions; high pay ; 
state age, experience. People’s Watch 
Repair Company, 120 Summit S8t., 
Toledo, Ohio. 








| SALESMAN; nationally known New 


York manufacturer of platinum and 
gold ladies’ diamond rings and 
watches seeking experienced and 
representative man to take over 
well established territory in key 
_ cities of middle west and east; write 
previous experience and earnings; 
strictly confidential; terrific oppor- 
tunity for right man. Address 


292,” care of JC-K. 





ARE you content in your present posi- 
tion; to the right men we offer an 
interest in the business with or 
without investment; at present con- 
templating onening 3 credit iewelry 
stores to be located in New Jersey; 
state qualifications, experience. en- 
close snapshot of yourself; all in- 
formation will be kept in strictest 
confidence. Address “G., 2848," 
eare of JC-K. 


SALESMEN: nationally known diamond 
ring house adding to our sales or- 
ganization: have onen territories South. 
Central Middle West, Southwest. and 
New England: men with established 
retail jewelrv store following need 
apply : $10,000.00 drawine account 
against commission: give detailed ante- 
cedents in first letter: our men know 
of this ad: all information kept in strict 
confidence. Address “R., 2819,” care 
of JC-K. 





$10,000 annually; that’s what we’re 
anxious to pay a top store man- 
ager; but he must be tops in sales, 
credit and administrative ability; 
write at once in complete confidence 
your full experience, family status, 
salary record, enclose a photo if 
possible: if you’re looking for an 
unusually bright future with a 
growing credit jewelry firm in up- 
per New York State; Address ‘“‘A., 

2685,” care of JC-K. 


MATERIAL men (2) like to mov> to 
California; E. W. Reynolds Co., iewelrv 
and material distributors, has onenings 
in Los Angeles for two competent ma- 
terial men, trained in both Swiss and 
American material: must be _ stable; 
prefer married men with families; 
you'll work in brand-new, air-condi- 
tioned building, with congenial associ- 
ates; give experience, qualifications and 
any other particulars in first letter. 
Write E. W. Reynolds Co., P. O. Box 
2556, Terminal Annex, Los Angeles 54, 
California. 





SALES Representatives; we have three 
territories uncovered now: Georgia, 
N. C., S. C., eastern Pa., Maryland, 
D. C., western Pa., West Va., in 
order to complete our national cov- 
erage of the fastest growing, na- 
tionally advertised, and internation- 
ally known watch line; good draw, 
and splendid opportunity for ag- 
gressive salesmen familiar with jew- 
elry and department stores; only 
those with this background need ap- 
ply. Address “A., 2876,” care of 
JC-K. 








| 
| 
| 
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SALESMEN wanted; several territories 
open; we are looking for young, 
energetic men who are known to the 
retail jewelry trade and are capable 
of handling a nationally known, 
fine watch line; we have one of the 
finest and most complete lines in 
the trade; rated in Consumer’s Re- 
port under class 3; retail $50 to 
$250; commission basis; drawing 
account; in our program we include 
allowances to our customers for ad- 
vertising and mats; travel about 40 
weeks during the year; in your re- 
ply please state territories you have 
covered, experience and back- 
ground, including recent snapshot; 
all replies will be held in strictest 
confidence. Address “L., 2660,” 
eare of JC-K. 


DESIGNER-Artist to be groomed for as- 
sistant art director in growing, nation- 
ally known concern in the emblem 
jewelry and awards field; must have 
high school with either college or higher 
art education including water color, 
illustrating, lay-out, design and/or in- 
dustrial designing; age 22 to 35; min- 
imum 2 years’ experience in creative 
designing in both two and three dimen- 
sions; will be required to produce pre- 
cision enlarged pencil line drawings of 
own creation then water color render 
average size finished 1%” to 3” square; 
five day week in air-conditioned office 
in downtown Cincinnati: salary com- 
mensurate with experience and capa- 
bilities; applicant to submit samples of 
best work; telephone or write for in- 
terview. Gordon B. Miller & Co., John 
H. Rininger, Division Manager, 809 
Walnut Street, Cincinnati 2, Ohio. 
Phone: Parkway 1-1290. 








sponge en oe vumacene eahrenmentoum emmnammneoe 
For Sale 


Stores, Stocks and Businesses 





MODERN cash jewelry store, ample re- 
pairs, clean stock; established 32 years 
in Watertown, N. Y. Address Box #M, 
2774, care of JC-K. 


STOCK of synthetic and semi-precious 
stones and customer list; importer es- 
tablished 10 years in Philadelphia; sell- 
ing for health reasons. Address “L., 
2861,” care of JC-K. 

A DIAL refinishing and crystal 
for sale located northeast U. : 
owner will train; make own dies: long 
established. Address “W., 2886,” care 

of JC-K. 


business 
2s 


: ideal two man op- 


GREENSBORO, N. C. 
eration: repairs and sales; excellent 
location in city of 105,000: must see to 
appreciate. Address “N., 2887,’ care of 
JC-K. 

WATCHMAKERS:; here’s a good business 
for sale, $3500.00, in Wilmington, Del. ; 
all types repairs; income above aver- 
age; must sell. Address “W., 2879,” 
care of JC-K. 


JEWELRY concession in large office build- 
ing: long established, large industrial 
city in New Jersey; reason, illness; 
excellent trade. Address “L., 2881,” 


care of JC-K 








JEWELRY gift china shop northern Cali- 
fornia; excellent location; good lease; 
low clean stock: must sell: don’t over- 
look this one. Address “A., 2870,” care 
of JC-K. 





JEWELRY store near San Francisco; 
good lease; low rental: 100% corner 
location; finest climate, unusual op- 
portunity; will sell for inventory. Ad- 
dress “B., 2867,” care of JC-K. 


TRADE shop, northeastern Ohio, doing 
fine business; all necessary equipment, 
findings and tools; excellent buy at 
$8,000.00; terms or cash. Address “E., 
2833,”" care of JC-K. 
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JEWELRY Store in central New York 
State; Keepsake, Elgin, Longines, 
Hamilton and Lunt franchises; $15,000, 
or will reduce inventory. Address “G., 
2820,” care of JC-K. 














MODERN jewelry store in progressive 
town in scenic Flathead Valley; active 
repair department; priced to sell. Write 
-. Robert Lohe, c/o Uncle’s Jiry., Butte, 
Mont. 





WATCH and jewelry repairs established 
20 years, downtown Brooklyn, excellent 
opportunity for right man: with or 
without stock; retiring. J. Nord, 50 
Clinton St., TR 2-2242. 





EL PASO, Texas, jewelry store and watch 
inspectorship for four railroads, going 
business, low rent, owner recently de- 
ceased; $20,000. Mrs. C. E. Ross, 414 
North Stanton St. 2-6622. 





OLD established high grade retail jewel- 
ry firm in large midwestern city desires 
to sell business; excellent leased loca- 
tion; clean stock of all good franchised 
lines. Address “W., 2846,” care of 
JC-K, 


ONLY jewelry store, population 3500, 
N.W. Washington; prosperous agricul- 
tural area with moisture; heavy indus- 
trial expansion; reasonable rent: golden 
opportunity ; reason health; about $13,- 
000. Address “‘N., 2815,” care of JC-K. 





LOS Angeles: established 11 years, watch 
& jewelry repair, clean stock, good dis- 





trict; sell everything, due to death of 
owner. Mrs. C. Hamm, 8920 So. 
Western <Ave., Los Angeles 44, Cali- 


fornia. 
FOR sale, store, east bay near Oakland, 
Calif., in agricultural and _ industrial 
section; fixtures and inventory; good 
lease ; popular lines; ideal for mechanic. 
Contact Witherwax Jewelers, 2306 Tele- 
graph Ave., Berkeley 4, California. 





RARE opportunity to acquire finest 
jewelry business in large southern city, 


established 75 years; gross business 


volume approximately $175,000; inven- 
tory $70,000. Address “289,” care of 
JC-K., 





WANTED; watchmaker interested in pur- 
chasing store; midwest town, terms: 
owner wishes to retire: good one man 
store; a plant and building completely 
modern. Address “E., 2772,” care of 
JC-K. 


NEW YORK wholesale jeweler offers 
completely equipped office; very reason- 
able with or without small well-selected 


gold and diamond inventory; excellent 
opportunity for ambitious salesman to 
start for himself. Address ‘287, care 


of JC-K. 

JEWELRY store, Indiana; modern; 
ideal for watchmaker $12,000; 
owner has interest in new store; 
small town; good drawing area; 
lots of watch repairs; might finance 
half. Address “M., 2847,” care of 
JC-K. 

OPPORTUNITY of a lifetime: well estab- 
lished, up to date pown shop, curio and 


novelty store in Albuquerque, New 
Mexico; must sacrifice account of ill- 
ness; newly decorated modern store: 


exceptionally clean inventory; excellent 
location, good booming town, long term 
lease. Address “S., 2875,” care of JC-K. 








CHANCE of a lifetime! only upstairs 
jewelry store in Pacific northwest city 
of half-million ; includes completely 
equipped shop; beautiful fixtures: ex- 
cellent diamond and watchtrade; major 
lines; cash clientele; established 50 
years; $50,000 takes all: discount for 
cash. Address “M., 2827,” care of JC-K. 








ONE of finest jewelry stores in south- 
ern N. J. long established in excel- 
lent city and ideal living conditions; 
good cash and credit volume; other 
interests demand immediate disposi- 
tion; $30,000 required, will finance 
balance. Address “G., 2856,” care 

of JC-K. 




















JEWELRY store 90 x 25 modern 
front #1 location; est. 20 yrs. fine 
fixtures; air-conditioned, gas, heat, 
long lease, rent $100.00; pop. 14,- 
000 drawing area 200,000; reduced 
stock & fixt. about $12,000.00; 
part-terms to reliable party. Sco- 
field’s Jewelry Store, Norfolk, Neb. 





JEWELRY store and watch repair busi- 
ness; all fixtures just one year old; 
low rent, good location, eastern Ten- 
nessee; will sell outright, or consider 
watchmaker with managerial ability as 
partner; owner is not active in store, 
but owns and operates wholesale jewel- 
ry concern and other retail stores. Ad- 
dress “L., 2814,” care of JC-K. 





DENVER jewelry store for sale in prime 
downtown location, established for 30 
years; shows good profit at gross sales 
of $65,000; new front & fixtures; good 
one-man operation; about one-third in 
cash, owner will help finance balance 
over long term period; for details write 
to Nelson New, Realtor, 2833 East 8th 

Ave., Denver 6, Colo. 





FOR sale in Miami, Florida; no inven- 
tory; complete jewelry store: 100% 
location; suitable for credit chain store 
operation; desirable long lease; N.C.R. 
posting machine; completely air con- 
ditioned: wood paneled throughout; 
show cases; wall cases; everything you 
need to move right in; cost over $25,000 ; 
price $7,500; accounts optional. Ad- 
dress “S., 2882,” care of JC-K. 





LOCATION in heart of Montgomery, 
Alabama downtown section; store re- 
cently closed due to having another 
location in the city; will sell all 
floor and wall fixtures, a National 
Cash Register installment posting 
register, a five ton Carrier air con- 
ditioning unit; display and office 
equipment and everything else for 
$3,000, provided you are responsi- 
ble to take over the lease at $450.00 
a month; no accounts receivable or 
inventory to buy; write or telephone 
Mr. N. Popkin, 78 Dexter Ave., 
Montgomery, Alabama. 








Business Opportunities 





EVERY EFFORT is made by The Jewel- 
ers’ Circular-Keystone to keep its ad- 
vertising columns clean. Advertisers 
under Business Opportunities, etc., must 
furnish trade _ references. Announce- 
ments must pass the strict censorship 
requirements of The Jewelers’ Circular- 
Keystone. 





ANTHONY J. GREGORY, Auctioneer, 
6748 No. Ashland. Br 4-7303, Chi- 
eago 26, Ill. 








COMPLETE jewelry auction for fast 
efficient service call or write Ed 
Dean, Auctioneer, 814% Main St., 
Nashua, N. H. Tel. TU 3-3051. 





COLMES BROS.; buyers and liquida- 
tors of jewelry stores; Max Colmes, 
18 Tremont St., 333, Boston 8, 


Massachusetts. 








CONSULT M. Y. Finkelman, 29 E. Madi- 
son, Chicago; since 1923 highest cash 
prices paid for diamonds and all other 
jewelry stocks; call collect Dearborn 
2-3407 ; reference, your bank. 








SAMUEL GANSBERG will buy your sur- 
plus or entire stock and fixtures; highest 
prices paid; bank and trade references. 
Write 15 Maiden Lane, New York, Tele- 
phone Rector 2-6565. 
































CLOSE-OUT discontinued pattern, ster- 
ing; pie and cake servers, bottle open- 
ers, canape and butter’ spreaders, 
slicers; terrific values, $1.00 ea. net; 
fob factory. Ambassador Cutlery Mfg. 
Co., 398 South Street, Newark, N. J. 





SAMUEL ISOW pays highest cash price 
for complete jewelry stores or surplus 
stock; get my offer before selling, it is 
to your advantage; bank and trade 
references. Write 54 Lispenard St., New 
York. Telephone Canal 6-5233. 





‘M sorry; call M. & M. first and don’t 
be sorry; we pay top dollar for com- 
plete jewelry stores; quick action, no 
delay. M. & M. Distributors, Inc., 212 
South Campbell Ave., Springfield, Mo. 
Phone 4-7716. 


—_— 


WE will buy your store for cash or 
will raise the money you need 
through a dignified flat or auction 
sale; wire, write or phone Sam J. 
Markus, 2321 Bayview Lane, North 
Miami, Florida. Plaza 8-4254. 

IF YOU have a business problem or 

need cash, let us solve it through a 

flat or auction sale; Colmes & Brill, 

45 West 45th Street, New York City. 

auctioneers and appraisers; see our 

ad page 173. 


GORDON BROTHERS, oldest and 
largest cash buyers of complete 
jewelry stores and surplus stock in 
the country; established in 1903; 
for details see our advertisement on 
page 33. 


LAS VEGAS, Nevada, jewelry store will 
take partner or sell; partner must have 
$25,000 cash or $35,000 jewelry mer- 
chandise;: $1,500 repair business month- 
ly: can do cash or credit business of 
over $100,000. E. Il. Erickson, 1115 
Bonneville, Las Vegas, Nevada. 


WILSON SALES SYSTEM, Empire State 
3uilding, 350 Fifth Ave., New York; 
sale and management specialists since 
1919, over 1500 jewelers have used our 


services: also buy stores for cash; 
write, wire or telephone Longacre 
5-738 


JACOBS Brothers, since 1924; sales 
specialists; liquidators; cash buyers 
of comptete jewelry stores; auc- 
tioneers with a reputation from 
Maine to Texas; Jewelers Bldg., 
Boston 8, Mass. Write — Wire — 
Phone Hubbard 2-1359. 








A Marty Miles sale guarantees quick 
action-cash profits; our service costs 
you nothing; testimonial letters from 
hundreds of jewelers prove the cost of 
each sale is turned into a profit by 
terrific extra volume of sales profit wise 
our efforts produce for you; every sale 
is carefully analyzed, planned in ad- 
vance and is under constant supervision 
of our executive staff; you can afford 
the best. Write, wire, phone Marty 
Miles Sales Inc., 910 N.E. 136th Street, 
Miami, Florida. Phone Plaza 1-2885. 





DO you need cash? Examine our 
guarantee sales method of obtain- 
ing at least 10% above $ for $ for 
your surplus stock, after all sales 
expenses; we have accomplished 
this amazing result for over 200 
jewelers in the last two years alone; 
their thankful letters are in our 
files for your inspection. Wire, 
write or telephone. Manny Silver- 
man, of Silverman Sales Enter- 
prises, 580 Fifth Ave., New York 
19, N. Y. Telephone PL 7-4693; 
See page 119 for additional details. 








(Continued on page 198) 
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JEWELRY — CHINA — OBJECTS 
D’ART AUCTION service: a pro- 
fessional long experienced liquida- 
tion firm of professional jewelry 
auctioneers operating on strictly a 
commission basis and specializing 
in complete close-outs of stocks and 
fixtures down to the very key in the 
door; every sale managed and con- 
ducted by Faussett with an able as- 
sociate auctioneer. We hold the 
record for complete liquidation of 
fine stores during the past decade; 
when reputation counts we are usu- 
ally called in; an advertiser in this 
publication for the past 40 years; 
when matters cannot be settled by 
mail or wire we will come and see 
you at our expense; America’s fore- 
most jewelry auctioneer; Thomas J. 
Faussett, Howell, Michigan. 





W anted to Purchase 





WANTED; Lorch-Schmidt 6mm or 8mm 
watch lathe with complete set chucks, 
Slide rest, and all accessories. Address 
“D., 2900,” care of JC-K. 

ESTABLISHED jewelry store in south, 
preferably Florida; population over 
20,000; information held confidential ; 
full particulars wanted. Address “N., 
2849,”" care of JC-K. 

WANTED, diamondscope, scales and other 
instruments; must be in good condition 
and reasonable. Stearns Colonial Jewel- 
ers, 47 Maryland Ave., Annapolis, Md. 
Phone Colonial 3-6933. 

SOUVENIR spoons—American, foreign 
with or without enamel; please state 
quantity and price; prompt replies. 
Edward G. Wilson, Antiques, 1802 
Chestnut Street, Philadelphia, Penna. 

ESTABLISHED jewelry store, midwest 
area preferred, city 10,000 to 50,000 
population ; have cash to purchase; send 
information to Eugene Wittau, 1424 
Thomas Street, Marinette, Wisconsin. 

WANTED, trade in watches, gold and 
filled scrap; best prices; check at once; 
will hold for approval. DeLuxe Watch 
Co., 211 No. 7th St., St. Louis 1, Mis- 
souri. 

$$$ WE pay cash for watches, dia- 
monds, silverware, rings and small 
appliances, any quantity, excess 
stocks, or complete stocks; also 
scrap gold, silver and platinum; 
























































check by return mail. References; 
Dun & Bradstreet, Inc., Houston 
National Bank. Leo Frank Jewelry 
Co., 607-8-9 Chronicle Bldg., Hous- 
ton, Texas. 





SPOT cash for diamonds, watches, new 
or old, miscellaneous jewelry; check 
by return mail subject to your ac- 
ceptance; we have unlimited capital 
for this purpose; established since 
1919; for references, Michigan Ave- 
nue National Bank of Chicago and 
Jewelers Board of Trade. Harry 
Elkins & Company, 59 East Madi- 
son Street, Chicago, Illinois. Ran- 


dolph 6-7390. 


HIGHEST cash prices for diamonds, 
loose or mounted new stock, trade 
in’s, out of pawn; watches, standard 
makes, new or trade in’s; flat silver, 
active or inactive; Gorham, Towle, 
Reed & Barton, Wallace, Interna- 
tional, other makes; any surplus 
stocks; old gold, gold filled, silver; 
shipment held for approval; refer- 
ence; Dun & Bradstreet. S. W. 
Hora, 1810 Netherwood Ave., Mem- 
phis, Tenn. 


CASH in; send us your watch move- 
ments. watches, diamonds, old spec- 
tacle frames; gold filled scrap, sil- 
ver, gold and any other precious 
metals and jewels for highest 
prices; we send you a check at once 
and hold shipment intact for your 
approval; references; National Bank 
of Commerce, Memphis, Tenn.; 
Jewelers’ Board of Trade, Dun & 
Bradstreet. Weinman’s Dept. K, 
108 Beale Ave., Memphis, Tenn. 











WE want to buy jewelry store or stores 
to add to our chain of I2 stores; 
preferably, but not necessarily, in 
the middle west; must have fine 
reputation and good location in 
town of at least 10,000 population; 
will pay cash; inquiries confiden- 
tial; we are not promoters, auction- 
eers, or liquidators; check us in 
Dun & Bradstreet or Jewelers’ 
Board of Trade. Write, wire, phone 
collect, Trading Corporation of 
America, 55 East Washington 
Street, Chicago 2, Illinois, Tele- 
phone: Central 6-8502. 





i cccnieiehtanianilidiaaimiiionaminheaemmndinaiie.someel 
Watch Work, etc., for 


the Trade 





BOSTON, Mass.; expert and guaranteed 
watch repairing; Watchmaster tested ; 
prompt service; prices on request; mail 
orders invited. David Migdal & Co., 
109-B Summer St., Tel. Hu 2-9547. 





WATCH and jewelry repairing for the 
trade; fast dependable service; guar- 
anteed work, watchmaster tested; in- 
quiries solicited; references. J. W. 
Heinsman, Room 486, Arcade Building, 
St. Louis, Mo. 





FINE watch repairing for the trade: all 
work guaranteed for 1 year; 3 to 5 
days service; Watchmaster tested; rea- 
sonable prices. A. H. Schierer, Watch- 
maker, 101 S. Marion St., Oak Park, 
Til. 





QUALITY jewelry and watch repairing 
skillfully performed; fast, accurate 
service our specialty; your trial ship- 
ment and inquiry solicited. Oscar 
Aron, 62 West 47th St., New York, 
ie We 


Special Order Work and 
Repairs for the Trade 





ENCRUSTERS, school and fraternal em- 
blems encrusted stone and gold seal 
crests engraved precious, semi-precious 
stones. Harry Braunfeld, 108 Fulton 
St., New York 38, N. Y. 


eeepc RRR me 
To Let 





FOR rent; large store room: best loca- 
tion, city in central Penna. 15,000 popu- 
lation, 100,000 draw. Address “B., 
2851,” care of JC-K. 





Jewelers’ Circular-Keystone 
Chestnut & 56th Sts. 
Philadelphia 39, Pa. 


Here is my want-ad: 


ORDER BLANK FOR CLASSIFIED ADS 


See First Classified Page for Rates & Regulations 


ALL ORDERS: CASH IN ADVANCE 




















Please check if box No. Wanted [Name (Please Write Plainly) 
Enclosed is Check [1] or Money Order [7 Street 
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Abrahams, Raymond . 








Arch Crown Tag, Inc. 


Arlen Trophy Co., Inc. 
Aristo Import Co., Inc. 


Artcraft Jewelry Co. 
Aureole Watch Corp. 
Automatic Chain Co. 


Acon Watch Crown Co. 
Aisenstein, Louis & Bros., Inc. 
American Time Products, Inc. 
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Cross, A. T.. 
Croton Watch Co., Inc. 


Crystler Watch Co. .. 


David, B., 
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Doskow, Leonore, Inc. 
Doulton & Co., Inc. .. 
Duraffourg, Max, Gem 









Ebeling & Reuss, Co. 
Ecker, Will, & Co. 
Eterna Watch Co., of 
Eureka Mfge., Co. 
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THIS IS OUR LIFE 


e “IT don’t want my son to get into this business 
—it’s too tough.” 

How often have you heard a man say that, what- 
ever his trade? 

It soothes a fellow’s ego to believe that his par- 
ticular work is tough . . . and the fact is, he’s 
probably dead right. Most jobs are tough in one 
way or another; there are mighty few “snaps” as 
this world goes. The retail jewelry business is no 
exception. 

Most jewelers feel discouraged at times .... get 
“fed up” .... wish they were in almost anything 
else. 

One reason for this feeling is the inevitable re- 
current forgetting of what lies behind the busi- 
ness. 

The lumberman can’t see the woods for the 
trees. Trees are things to be cut down and sawed 
up and packed on trucks and shipped away. Woods 
are God’s adornment of the landscape. Birds nest 
and sing in them. The sunlight filters through 
them. Poets walk and lovers make love beneath 
their shade. 

What are the jeweler’s trees and what his 
woods ? 

His trees are stones and chains and bands and 
clocks and crystal—merchandise he has got to sel! 
or else. They’re stuff to be got rid of and the sooner 
the better ... so he can buy his cigarettes and 
beer, get his wife that coat she had been nagging 
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him for... and send his kids to college. 

The jeweler’s woods are something else again. 
They are the love, the joy, the delight that con- 
stitute the motive for the purchase. They are the 
beauty, the inherent loveliness of these things he 
sells. 

One good way for the jeweler to banish his bore- 
dom and restore his own zest in his job is to re- 
mind himself of the emotional value that lies 
behind every sale he makes. For every man who 
buys a diamond ring for an investment, there are 
ten thousand who buy them because they love 
somebody. And the ring they pick out is the ring 
they think best expresses that love. 

Sentimentality is sloppy and repulsive, but sent- 
iment is good. Our business is grounded in true 
sentiment, one of the finest things in the world. 
Let’s not forget it. 

Let’s enjoy the spiritual refreshments that come 
our way; like that which came to the jeweler 
whose experience is recounted on page 63 of this 
issue. 

This is living and getting the most out of it. 


Editor and Publisher 


THE JEWELERS’ CIRCULAR-KEYSTONE 
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5% on these three... 


.. get ths free! 


New way to buy gives you 5% extra 
profit on “Springtime” sets 


Special “Springtime” Dealer Unit No. 1116 includes 
3 services for 8 in big drawer chests, free feature 
display and complete advertising promotion kit 


For limited time only . . . by ordering 
only three 52-piece sets (service for 8) of 
*“‘Springtime’”’ pattern, you can earn an 
additional 5% 1n profits. 

AND—~you receive FREE a self- 
selling display including sample knife 
and fork. Along with that, you'll 
have a complete promotion package, 


including mats, scripts, education-for- 
salespeople folders. 

Five full-color pages in LIFE are 
scheduled to introduce “Springtime” 
and —there’s still time to get aboard! 
Ask your Approved Wholesale Dis- 
tributor or 1847 Rogers Bros. Rep- 
resentative right away! 





Springtime ‘* Hospitality Set’’ 
at $4.95 (regular $10.50 value) 
is an extra traffic maker for 
sure ...leads to more chest 
sales. Free display as shown is 
shipped with each 12 sets. 


1847 ROGERS BROS. 


America’s Finest Silverplate Made only by The International 
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‘Tue same styling influences which made 


Damask Rose* such a sensational best 


seller are evident here . . . the plain sheath 


of gleaming silver and the same restraint 


in tasteful adornment. But—the form and 


“feel” are decidedly new and different . . . 


a masterful interpretation of feminine 


style preference . . . frankly romantic. 


ONEIDA LTO... SILVERSMITHS, ONEIDA, NY 


1 Flower Lane lemon fork with 
lovely Imperial glass dish in 
attractive gift box only $3.75. A 
perfect introductory item .. . 
or gift. 


2 Free serving tray ... luxurious 
mahogany tray with alcohol-proof base, 
brushed brass handles and buffet pad— 
a $15.00 value . . . with each 16-piece 
service for 4. 
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fashion’s subtle “sheathline” in an outstanding 
Heirloom* Sterling original ... from the Design Studios 
of Oneida Ltd. Silversmiths 





3 Free drawer chest ... hand- 
some chest with solid brass drawer 
pulls, handles and name plate— 


a $25.00 value... 


piece service for 8. 


‘ith each 42- 





























: Ron ae 
RES 


Special display material is no 
ready for your use. And of course 
Flower Lane* is getting powerf 
advertising support throughout the 
spring in Heirloom Sterling’s out 
standing Father-Daughte 
campaign. 


*Trademarks of Oneida Lid. 





